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Tulsa, Oklahoma. 


(pop. : 182,740 in 1950 


One of the nation’s largest manufacturers of lumber 
products and plywood, Long-Bell last year produced 
over 525 million feet enough to house over 
183,000 persons 


“Bottom to Top’ Service 

Long-Bell’s lineup of products is so complete you car 

build and decorate: any building—from the very 
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Get rolling! 


es» WITH ELMER'S WONDERFUL WORLD 
OF GLUE PROFITS 


Sipe 


ORDER 12 | 
NOW- 
BUT PAY 
FOR ONLY 
I! 


Take advantage of this make- 
more-money special. This 
extra-profit opportunity is for 
a limited time only—dealer 
dates August 22 to September : 
24. This very special deal applies a > 
to 3 sizes of Elmer’s Glue-All— “sa 
14%4-ounce, 4-ounce and 8-ounce 
bottles. Place your order pronto! 
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IT’S GOT TO BE GOOD! 





WONDERFUL NEW BOOKLET bbe — COMPANY 
ept. AL- 


HELPS YOU SELL MORE GLUE! 350 Madison Ave., New York 17, N.Y. 


() Please send me some Paper Fun Booklets right away. 
Brand-new—Elmer's Wonderful World of (J Please send information on Elmer's Giue-All. 
Paper Fun booklet. Tells all about fun-full 
Paper projects in 14 gayly illustrated pages. 
Designed to help boost your sales of Name 
Elmer’s Glue-All, it is being offered free in 
consumer ads in leading national magazines. 
A small supply comes with each 
display tray of 4-ounce and 8-ounce 
Glue-All. You can get some to hand out Street 
right now by mailing the coupon. 
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*FIRESTONE T.M. 


BUSINESS BANKS 
ON GOOD TIRES 


FIRESTONE PERFORMANCE PAYS OFF WITH LOW-COST-PER-MILE BUILDING MATERIAL DELIVERIES! 


Firestone tires’ low-cost-per-mile is reflected in performance records of 
thousands of trucks across the country. That’s because 425,000,000 tire miles 
a year in Firestone’s own tire testing program prove Firestone truck tires 
are your best buy! This vast tire testing program resulted in Firestone 
Rubber-X, the longest-wearing rubber ever used in Firestone truck tires. 
It also resulted in Firestone Shock-Fortified cord which means extra miles 
of service out of every tire. Get performance proved Firestone truck tires, 
on convenient terms if you wish, at your nearby Firestone Dealer or Store. 


Firestone 


BETTER RUBBER FROM START TO FINISH 


Copyright 1960, The Firestone Tire & Rubber Company 
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Something to 
. «+ Think About 


* One of the themes of the 1960 Demo- 
cratic platform is a dedication to the 
“small business man”—such as the re- 
tail building materials dealer. And the 
Republicans, too, usually profess an 
ardent love for the “little fellow.” 

Aside from the fact that most cur- 
rently popular political measures—such 
as wage-and-hour laws, labor union pro- 
tection and sky-high governmental spend- 
ing—help to break the back of most 
small business men, the politicians’ 
blanket endorsement of the small fellow 
is dubious and deceptive in other ways. 

Getting down to fundamentals, on 
what basis should a businessman be 
judged worthy of acclaim? Is smallness 
really a virtue which can demand spe- 
cial favors? 

Many building materials dealers we 
know have remained small in sales vol- 
ume for years, not because they couldn’t 
expand their markets, but because 
growth. requires too much effort. Are 
these dealers economically justified? Are 
they really worth the paternal handout 
of government? 

Business failures keep rising. But 
venturous newcomers keep taking the 
place of the failures. Many of the new- 
comers start from scratch, but waste no 
time in growing in size sufficiently to 
compete in price as well as service. 

For instance, in the lumber industry, 
they grow enough to install mechanical 
handling equipment, which can add 
greatly to yard efficiency. 

Some dealers will complain that their 
markets, in isolated towns or areas 
where population is static, don’t offer 
opportunity for growth. 

Well, there’s nothing to prevent such 
dealers from going out and capturing 
sales in other markets—except their own 
lethargy. And there’s cooperative buy- 
ing, a small dealer’s answer to advan- 
taegous purchasing power of the giants. 

In other words, there are innumer- 
able methods by which a small merchant 
can remain competitive with big firms 
in his field—but it does require work. 

It might be wise public policy to 
help (even subsidize) the modest-sized 
beginner in business. But why should 
the contented business man, satisfied to 
remain small at all costs, be heralded 
and protected for his complacency? 

There’s an old economic saw which 
says that market prices are based on. the 
most inefficient producer—that it is he 
who is responsible for the high profits 
of the efficient. 

Maybe the politicians of both parties 
should pay more respect to the efficient 
businessman of any size rather than 
hallow the name of the small guy, just 
because he is too lazy to grow. 
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WHAT IS “DSC”? This _ Nag 
above, which you'll see used with many 
articles in A.L., is a symbol for DEAL- 
ER SALES CONTROL. It is one of the 
permanent principles guiding our edi- 
tors. It signifies a progressive manage- 
ment method—controlling the sale— 
which works for the home building, re- 
modeling, farm and commercial markets. 

DSC can stem from land control, pre- 
fabing, financing, sales of new homes 
or remodeling packages (rather than 
pieces) to builders or consumers by the 
retailer. DSC also means product brands 
and specifications controlled by the deal- 
er. 
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What's Coming... 


What's the status of cash- 
and-carry retailing in build- 
ing materials today? Your 
August 29th issue will give 
you new information on this 
trend, including one dealer's 
profits after switching to a 
cash basis. Also, how sales- 
men sell packages instead 
of pieces and other features. 
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PLEASE RUSH SHIPMENT OUR CARLOAD ORDER FOR RUBEROID 
FLOOR TILE THIS HAS BECOME ONE OF HOTTEST NUMBERS IN 
OUR BUILDING MATERIAL PRODUCTS LINE WITHIN THREE 
MONTHS AFTER RECEIVING INITIAL STOCKS RETAIL LUMBER 
DEALERS THROUGHOUT OUR TRADE AREA HAVE ACCEPTED IT 
ENTHUSIASTICALLY AND ARE CASHING IN ON BIG VOLUME 
MORE IMPORTANT, THEY CONSIDER 
QUALITY AND COLO RANGE TOPS AND REORDERING REGULARLY 
VERY HAPPY TO BE IN THE BIG MIDDLE OF THE FLOOR TILE 
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THE COMPANY WILL APPRECIATE SUGGESTIONS FROM ITS PATRONS CONCERNING ITS SERVICE 


Re-orders tell the success story 
of Ruberoid’s new floor tile 


And still they come—from one distributor after an- 
other, clear across the country. A tidal wave of re- 
orders for RUBEROID’s great new line of floor tile. 

All adding up to one of the greatest success stories 
the building supply field has seen for years. 

The reason is plain. Building supply dealers like 
the quality of RUBEROID’s new floor tile. They like 
the way it’s priced. They like the way it sells, aided 


by powerful national advertising, and effective local 
sales tools. They also like the fast service they get from 
the nearest RUBEROID plant in Newburgh, N. Y., 
Joliet, Ill., Houston, Texas, and Long Beach, Calif. 

You will, too, if youstock asupply of RUBEROID’s 
great new floor tile. How about placing your first order 
now? See your RUBEROID distributor or write: The 
RUBEROID Co., 500 Fifth Ave., New York 36, N.Y. 


RUBEROID |} 


Helps you build... flooring business 
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PERSONAL VIEWPOINT 





Sales Control for Producers 


In June 1959, this publication began a long-range editorial program 
called “DSC” (Dealer Sales Control).* Since then we have published 
nearly 200 pages documenting the control possibilities of land, com- 
ponents, financing and merchandising for new home building. 

By dramatic example we have also shown how still other sales con- 
trols work effectively for selling remodeling. 

Reading these articles must have started many manufacturers think- 
ing. The commodity producers, especially, viewing their situation rea- 
listically, know that unprofitable price-cutting will continue unless a 
fresh approach is tried. 

By this fall you will be hearing of manufacturers adopting the prin- 
ciples of sales control. Considering the size of some of these companies 
and chips they plan to lay on the line, this could well be the beginning 
of a new era for distribution. 

While we must respect confidences, it is possible to indicate in broad 
terms how producer sales control will work. 

The main target, as it has been with our DSC program, is new home 
building. Just how can a manufacturer sell more products on a fully 
controlled basis? 

One producer plans to work it this way. First, he has become con- 
vinced that there are too many trade factors between the home buyer 
and the manufacturer. He has decided to place all his merchandising 
support on the retailer, working directly with him on a brand-new ap- 
proach to home building. Builders, wholesalers are still in the picture 
mechanically but they are only incidental to the selling program. 

To implement such a plan, a brand new technical and sales force 
has been assembled with a small staff at the home office. Most of the 
manpower will be in the field helping dealers in every possible way to 
get business. 

A financing package has been worked out. Components are available 
for the retailer; nothing has been overlooked. 

We know of at least three other manufacturers working along some- 
what the same line. All seek sales control by coming closer to the ulti- 
mate consumer and performing new, valuable services for retailers, or 
in some cases wholesalers. 

These producers have viewed the miserable marketing job of most 
builders. They see that only half of them even use a model home; they 
do not advertise enough or systematically follow leads. Probably a good 
200,000 house sales yearly are lost, or at least deferred, because of 
poor selling techniques. Working with you, many producers now feel 
this situation can be corrected. 

Some producers are not entirely convinced the typical dealer can do 
this job. Plans we have seen call for a selective approach to locate better 
retailers ready for a new slant on selling more house packages. 

We can see benefits for both retailers and producers using the basic 
principle of sales control. As we said, most of the manufacturers as- 
sembling such programs are commodity producers who do not feel 
they are in a position to juggle the going, competitive prices of their 
materials. 

As noted in the last issue, the plans we make now must anticipate the 
years ahead. Anything connected with home building takes plenty of 
time for development. 

Producers beginning soon with their sales control program could be- 
come entrenched. They will have experienced manpower, the right 
formulas, the goodwill of customers. 

We will further predict that it won’t be too long before some smart 
producer assembles a similar program for remodeling. The whole area 
of remodeling is wide-open for new ideas built around service and sales 
control. Who will be the first manufacturer to grasp this opportunity? 


* See page 5. 
Gordon J. Lawler 





NF W | 
DEVELOPMENTS 


START FIGURES FOR THE FIRST HALF are running at an annual rate of 1.3 mil- 
lion down 19% from the 1.6 unit rate of last year. This data is based on 
the recently re-vamped method of recording housing statistics. 


Late summer should see a vigorous windup for the year, probably 10% above 
the starts in the first six months. We expect the final figure for the 
year to be about 1,350,000 to 1,375,000 homes. No change of consequence 
is seen for the interest rate with 6% to 64% fairly standard on 


conventionals. 


HOUSE SALES WERE UP 30% on the average for 10 members of the Master Builders 
Association when they met recently at Chicago. These men who sell 500 
to 1,500 homes yearly credited the latest management techniques for their 
successes in 1960's soft housing market. 


Specifically noted was a growing practice to offer a wide range of homes 
in all price brackets ($8,000 to $65,000), greater use of marketing 
research, better trained full-time salesmen (average pay $12,000 yearly) 
and erection of "test houses" to experiment with components, new products. 











STILL MORE CEILING TILE designs are beginning to appear for the fall selling 
season. Dealers and consumers have their choice of at least 100 dif- 
ferent designs and colors. Most producers offer return privileges but 
this doesn't solve the problem of proper display. A hard-boiled policy 
of showing only items with a proven turn-over seems indicated. 











WAGE HOUR LAW EXTENSION will be one of the early pieces of legislation to 
be placed on the agenda of the re-convened congress. Letters and wires 


stating your opposition are urged this week. 





A BETTER SECOND HALF for all business is forecast by most observers. Everett 
Pope, chairman, U.S. Savings & Loan League's Committee on trends, be- 
lieves both consumer income and spending will be strong. He sees more 
defense spending, easier money conditions and growing prosperity in other 


parts of the world. 


Looking ahead Pope looks for long-term growth without inflation over 
the next few years. It will be further marked, he says, by increased 
competition for the consumer's dollar and an intense drive for new ser- 


vices and new products to spark growth. 

















SHOULD GET PROMOTIONAL MONEY is a burning question at high levels among 
building material manufacturers. We note a distinct trend to plan a 

more significant slice of the budget for bigger builders and dealers. 
Some of the most creative thinking for 1961 is directed towards elaborate 
merchandising "packages," each one attempting to outdo their competitors. 
What's left is going to be on the skimpy side for customers with divided 
loyalties and small yearly volume. They are just not going to be offered 
many of the fancy programs now in the works. Lots of carefully con- 
trolled co-operative money is being talked about, planned for 1961. 





ALUMINUM SALES ARE BREAKING RECORDS again with shipments 10 to 15% higher 
than in 1959. The construction trades are now the largest customers for 
aluminum, will probably show the sharpest increase this year. New prod- 
ucts introduced late in 1959, excellent siding sales are credited for 


the boosted volume. 





PRESIDENT EISENHOWER MAY PROCLAIM Forest Products Week later this month. 
The bill has passed the Senate and is now before the House for ap- 
proval. Citing the contributions of the industry to U.S. growth and 
progress, the resolution emphasizes the economic importance of forest 
products and points out that “through modern forestry we can be assured 
of a continuous supply of timber for the future." 
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STRAPS FRAMES 5 TIMES FASTER! 


Idea No. $2-30 in action at the Andersen Corporation, 
Bayport, Minn. Suggested by Acme Idea Man Jobn 
Bundling production has soared to five times its former pace for the MeSewy Gig). 
world’s largest producer of windows. Three good reasons: 3 Acme Steel 
FI Automatic Strapping Machines. 
Andersen “Windowall” frame members are now strapped at the rate 
of 4,500 bundles per day. The three machines also strap bundles tighter. 
As a result, units can be stacked higher to save storage space—arrive at acaae STEEL, COMPANY 
destination in far better condition. ——a. 
iSi -dav Dé i ioe ari -unit ¢ ;—are 135th St. & Perry Ave 
Raising per-day packaging rates—and lowering per-unit costs—are ieee oe 
familiar challenges to your Acme Idea Man. Call him, or clip the coupon . 
’ Please send me Idea No 
$2-30 and examples of how 


for detailed facts. major companies in my field 
use Acme Steel Strapping. 


Sout STRAPPING = 


Address___ 
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Trinity White Portland Cement 


Whitest 
a White 


A PRODUCT OF GENERAL PORTLAND CEMENT COMPANY 


CHICAGO + CHATTANOOGA 
DALLAS +» FORT WORTH 

TS OLUK10), Mag 14910) 1) WL @ NK AS 
JACKSON, MICHIGAN . TAMPA 


PORTLAND CEMENT MIAMI . aOhw.\) (@l48a5 
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SUDDENLY...it’s a NEW ROOM! 
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T DEVELOPMENT CREATES 


Easy as 1, 2,3... NEW SIMPSON P 
“PACKAGE SALES” FOR BIGGER PROFITS 


Here is a brand new room treatment that is equally good for 
both remodeling and new construction. Think of the sales po- 
tential when you can offer completely prefinished walls, ceiling 
and partitions at a budget price... plus, the added value of 
installation in just a few hours, even with unskilled labor. 


RELY ON 


. Next page shows how easy it was to build the room above 
QUALITY SINCE 1895 












N INTEGRATED ROOM TREATMENT OFFERS 
, BUDGET PRICE... FASTER, EASIER 
ee ae INSTALLATION FOR YOUR CUSTOMERS! 
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Forestone Acous- 
tical Tile staples 
quickly to exist- 
ing ceiling or fur- 
ring strips. 





Easy-Wall * 
Partition 
units are 
held in 
place by 
molding 
nailed to 
floor and 
ceiling 
plates. 


THOUSANDS OF There are literally thousands of potential users of a treat- 





ment such as this. Architects or Builders with low budget 

POTE NTI A L projects and Do-it-yourselfers who cannot afford profes- 
sional services will jump at this easy as 1, 2, 3 system 

C U STO M E RS that offers low material cost... plus labor savings up to 
FOR THIS 50%. Anyone can install it, everyone can use it! Now is 


the time to take advantage of this sale-maker. 


PACKAGE ROOM! 


























FULL 1% INCH THICK 








FINISHED 
ON BOTH 
SIDES 











Kanes * ACOUSTICAL 
* CEILING TILE 


Forestone is the original deep-etched wood- 
fiber acoustical tile that absorbs up to 75% 
of all sounds striking it. Warm white, with a 
hint of gold in each fissure, Forestone quiets 
rooms beautifully, offers endless decorative 
possibilities with four exciting new textures. 
If desired, Forestone may be repainted at 
any time without loss of textured beauty or 
sound control. Equally effective for modern- 
ization or new construction, Forestone pat- 


terns complement any decor. 
*Reg. U.S. Pat. Off.-U.S. Pat. No. 2,791,289 


EASY-WALL 
PANELING 


Easy-Wall Panels fill the need in today’s re- 
modeling and new construction for practical 
beauty coupled with genuine economy. Easy- 
Wall insulates against heat and sound and 
provides the luxurious look and feel of fine 
woods. All of the ordinary mess and delays 
of finishing a room interior are eliminated. 
Easy-Wall is completely prefinished, goes up 
in just hours, instead of days. Nothing more 


EASY-WALL 


PARTITION UNITS 


Matching Easy-Wall Paneling’s handsome 
appearance and rugged durability, these 
wall-thick partition units need no framing, 
no studs, no taping or painting. Equally good 
for non-bearing partitions or free-standing 
walls or dividers, Easy-Wall Partition units 
are prefinished on both sides, install quickly, 
easily, without muss or fuss. Anyone can in- 


The in-place economy of Forestone, plus its 
long range advantages, makes this 20th Cen- 
tury ceiling treatment the most practical 
that can be installed. Forestone is available 
in a variety of textures and sizes to adapt 
to every need. It requires no special tools for 
installation. It may be blind-stapled to furring 
strips or applied with mastic over even sur- 
faces. This is the ceiling that anyone can 
install. .. everyone can afford; first choice 
for both the beauty-minded and the budget- 
conscious. You can't buy a better ceiling. 


need be done... . hang the pictures, move in 
the furniture, and the room is done. 
Easy-Wall is made by laminating a beautifully 
grained hardboard facing to half-inch wood- 
fiber insulating board. This construction pro- 
vides a rugged wearing surface that will 
stand up to the roughest treatment and elim- 
inates the hollow, drumhead effect of so 
many ordinary panelings. Handy 2’ x 8 
panels are quick and easy to install. 
Flanged and grooved joints guarantee per- 
fect alignment and allow blind stapling or 
nailing for unmarred appearance. 


EASY-WALL’S 
TOUGH VINYL 
SURFACE IS 
WASHABLE, 
STAINPROOF, 
FADEPROOF 


stall Easy-Wall Partitions, without special 
tools or skills, in just a few hours time. 


Both sides of these sturdy 2’ x 8’ panels are 
faced with hardboard in the same beautiful 
woodgrain finishes as Easy-Wall Paneling. 
The thick core of woodfiber insulation board 
lends strength, cuts heat and sound trans- 
mission to a minimum. Easy-Wall Partition 
panels have tight spline joints that lock the 
panels into perfect alignment and keep them 
there. Splines and floor and ceiling plates 
are included in every Easy-Wall Partition 
package for extra convenience. 








Something 144) 


SIMPSON ANNOUNCES A BRAND NEW 
WOODGRAIN ROOF DECK WITH A 





LUXURY LOOK! 


PANELDECK 


has been added 


New Simpson Paneldeck offers all the benefits of low material 
cost, high insulation value, structural strength, ease of 
application... and the luxury look of planked hardwood. 
Nowhere else will you find so many desirable features at 
such low cost. Get full details on this great new building 
product by mailing the coupon at the bottom of this page. 


SIMPSON, 2074D, Washington Bidg., Seattle 1, Washington 


Please send me free information on the following products as checked: 


Acoustical and 
Insulating Board 
Name 
Company 


Address 


City 
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[ ] Easy-Wall 


LJ 


Plywood 
and Doors 


ee Redwood 





MORE QUALITY PRODUCTS OF 
SIMPSON RESEARCH 


Rely on Simpson for the finest in 
Douglas Fir, Western Hemlock 

and Redwood Lumber; 

Acoustical, Insulating and 

Hardboard Products; Plywood 

and Doors; Engineered Wood Products. 


Litho in U.S.A. on Substance 100 
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THROUGH BURROUGHS ACCOUNTING MACHINES— 
STREAMLINED ACCOUNTING AND BUY-IT-NOW 
STATEMENTS THAT STIMULATE SALES 


F "9 The scene: L. Grossman & Sons, Inc., Quincy, Mass.—70 years ago, a one-man 
operation; today, one of the largest (25 branches) building supply dealers in the 
nation. The jobs: all the accounting, including cycle billing and payroll, for 
this five-state firm. The equipment: 20 Burroughs Accounting Machines. 
The results, in the words of Treasurer Bernard Grossman: “Through these 
highly automatic machines, we’ve arrived at an up-to-date, accurate accounting 
system that keeps us fully informed at all times. The Burroughs Sensimatics 
rapidly show where every cent comes from, where it is, and where it goes. 
Furthermore, these machines also enable us to stimulate sales through Buy- 
It-Now statements, since they handle the necessary extra figuring automatically 

Bernard Grossman, Treas. in the course of normal billing procedures.” Burroughs and Sensimatic—TM’s 


Grossman’s is one of many firms 


helped to new accounting efficiency Ea B urrou gh thy 


by Burroughs automation equipment. Burroughs 


For details, action—and results— Corporat ion 


call our nearby branch now. Or write 
Burroughs Corporation, Detroit 32, 
Michigan. “NEW DIMENSIONS | in electronics and data processing systems” 
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4 The Atlantic Lumber Company, in Bell, California— 

Take a dealer’s wor d f | a company whose over-all growth averages around 
10% a year—have had the happy experience of 

watching their ceilings business grow 75% every 


%: Taking on the Armstr ong year since they took on the Armstrong line in 1956. 


Last year alone they turned their inventory of ceil- 

4 4 sis ings twelve times. Total sales: 108,000 square feet. 
r ceilin ote Berenson ham 

line increased our ce gs Since 79% of that volume was in high-margin Cush- 

iontone items, ceilings profits have shown an even 


sal es 7 5% a year bg greater increase. 
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1 Mr. Cotton Manning, Atlantic’s Retail Sales Manager, says, “We make it 
= a point to trade up every customer. And we get our full markup be- 
cause Armstrong’s exclusive designs aren’t subject to price-cutting. We don’t 
have to trim our margins to be competitive. 
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Atlantic’s staff believe that their success with ceil- 
ings can be attributed to Armstrong’s ceiling design 
and display leadership. With the variety of designs 
and prices in the Armstrong line, they feel they are 
able to satisfy any customer's needs, Their sales and 


As the Atlantic Lumber Company have discovered, 
Armstrong ceilings can be one of your yard’s biggest 
items in both volume and profit. To get your share 
of this growing new business, call your Armstrong 
wholesaler or write Armstrong Cork Company, 4208 


profits continue to grow because they stock the com- Rieker Avenue, Lancaster, Pennsylvania. 
plete line of Armstrong ceilings and display them 
prominently in the showroom. And selling is easier 
for their sales staff with Armstrong's advertising and 
promotional efforts to back them up. 


(Aymstrong CEILINGS 


1860-1960 Beginning our second century of progress 





2 “The new 4’ x 12’ ceilings display not only solves our 
® display space problems, it commands the attention of 
every customer who walks into our showroom. It creates in- 
terest in ceilings and does a big part of the selling job for us. 








3 “Recently we ran a big Armstrong ceilings promotion 
® for four weeks. It boosted sales 300% and kept them 
at that level for months. Since then, we've tied all our ceil- 
ings promotions in with Armstrong’s TV and magazine adver- 
tising, and they’ve paid off big. 


4 “We rely on our Armstrong wholesaler for fast fill-in 
= service. He helps us service big volume contractor 
business as well as our consumer trade. And we maintain an 
average margin of 64% on cost for all our ceilings business.” 
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Milcor’s broad line—almost 5,000 products— 
makes it easy to combine LCL quantities into 
truckload or carload orders 


You profit several ways: 


(1) 
(2) 


You earn lower prices. 
You simplify ordering and receiving — keep 
your inventory in balance with less work. 


You enjoy quicker turnover ~ do more busi- 
ness with lower inventory investment. 


(3) 


In short, you’re in a position to give better service 
at lower cost — and win more satisfied customers! 


Write the nearest branch for price lists. 
CP-1A 


woven omnion MITCOR 


INLAND STEEL PRODUCTS COMPANY 
DEPT. H, 4029 W. BURNHAM STREET, MILWAUKEE 1, WISCONSIN 


BALTIMORE, BUFFALO, CHICAGO, CINCINNATI, CLEVELAND, 
DETROIT, KANSAS CITY, LOS ANGELES, MILWAUKEE, 
MINNEAPOLIS, NEW ORLEANS, NEW YORK,ST. LOUIS 
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979 opportunities 
~ TO EARN MIXED-LOAD 





<< SAVINGS on Mileor 
Metal Building 
Products 


Fast Stock Fill-ins — from a network of 
strategically located warehouses 


Milcor Lath and Accessories 
Metal Lath, Corner Beads, Casing Beads, 
Access Doors, Window Stcols, Metal Base, 
Cove Moulds. 





Milcor Rain-Carrying Equipment 
(steel and aluminum) 
Style K Gutter, Half-Round Gutter, Mitres, 
Ends and Drops, Gutter Hangers, Round and 
Square Conductor Pipe, Conductor Elbows 
and Hooks. 


Milcor Basement and Utility Windows 
Basement Windows, E-Z Pour Units, Utility 
Windows, Screen and Storm Sash, Window 
Bucks, Lintels. 


Milcor Masonry Building Products 
Areawalls, Areawall Guards, Adjustable and 
Standard Posts, Craw! Space Doors, Fire- 
place Dampers, Ash Dumps, and Cleanout 
Doors. 


een ee ae eee ree eee ee ts ee ee OO eee eee eee ee eee ee eee 


Milcor Roof and Siding Products 


Roof Edging, Gravel Stops, Ridge Roll, Roll 
Valley, Siding Trim, Building Corners, 


Milcor Ventilators (steel and aluminum) 
Roof Louvers, Rectangular Louvers, Under- 
Eave Louvers, Triangular Louvers, Spinner 
Ventilators, Foundation Grilles 
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: Great new things 
are shaping up in concrete block 


Wall designed by Architect Alfred B. Parker, Miami. Photo courtesy of National Concrete Masonry Association. 


Atlas Masonry Cement provides the right mortar 


A notable thing about the new look in concrete masonry is what is being done with standard block. Here, for 
instance, a closed-lattice effect is achieved by laying up “stretcher” type concrete block, so that the ends are 
exposed. This basket-weave pattern creates an interesting exposed masonry wall resembling hand-hewn stone. 
For laying up this block, or any concrete masonry unit, ATLAS MASONRY CEMENT continues to be the preferred 
cementing material in mortar. It produces a smooth, workable mix, provides a strong bond, gives weathertight 
joints that are uniform in color. And ATLAS MASONRY CEMENT complies fully with ASTM and Federal Specifica- 
tions. For information on masonry cement write: Universal Atlas, Dept. M, 100 Park Avenue, New York 17, N. Y. 


Universal Atlas Cement 


oo Division of 
"USS " and "Atias” are registered trademarks United States Steel 


OFFICES: Albany + Birmingham + Boston + Chicago « Dayton + Kansas City » Milwaukee + Minneapolis » New York + Philadelphia + Pittsburgh + St. Louis - Waco 
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BEST WAY TO°STEP UP” SALES 


700 SERIES 


SERIES 


M-D MAIL BOXES 


Anodized Aluminum mail boxes in 400 

3 distinctive styles. Choice of 6 SERIES 
gorgeous color combinations. Never 

rust, tarnish or need polishing. 

FREE engraved name plate avail- 

able with every box. 
SOHCHSSHSHSSESOSSOHOHECOEEEESE 


=> 


On %” doors, hanger RV-1 
with deep offset is used on 
front ponel. 


Gq 
WA 


—— ———J 
On 1%” doors, hanger RV-1 
with the deep offset goes on 
back panel. 


M-D 01-400 REVERSIBLE 
SLIDING DOOR HARDWARE 


Saves time! Cuts installation costs! OT-400 hangers are 
used on either %” of 1%” doors just by reversing 
their positions. Sturdy extruded aluminum track with 
built-in no-jump feature. Cadmium steel hangers with 
silent nylon wheels. Tubular packaged sets for 3, 4, 
5, 6, and 8 Ft. lengths. 


MACKLANBURG DUNCAN CO. 





M-D Aluma-Slide 
SLIDING DOOR TRACK 


With new improved lower 
track, panels slide along on 
smooth ridges—not one flat 
surface. For any size cabi- 
net. Any panel material. 
Comes in decorative Ala- 
crome, Anodized Albras, 
Anodized Albright or Ano- 
dized Satin. Compelitely 
packaged sets. Holes drill- 
ed—screws furnished. 








Sets available for 4%”, 4", %”, a” or %” sliding 
panels of glass, plywood, masonite, etc. 


||| FOLDING DOOR 
HARDWARE 




















OPERATES 
SMOOTHLY 


Silent nylon bearing gliding 
in top quality extruded 
aluminum trock assures effort- 
less, trouble-free operation. 


Here's hardware that can't be matched for ease-of- 
operation, ease-of-installation! M-D Folding Door Hard- 
ware can be used on any interior door, on any thick- 
ness, for every opening! Gives full access to closets, 
yet saves valuable wall and floor space. 


ae ee 





1 STEP OUT WITH THE BEST 


and Building Products 





M-D CLOSET RODS 


with Nylon Hanger-Glides 
for wall-to-wall mounting—Style No. EXC 


Handy M-D Nylon Hanger-Glides slide along the 
sturdy, extruded aluminum rod silently and smoothly— 
with just the flick of a finger, It means no more tug- 
ging and pulling for clothes. Neater closets. Come in 
4 different, beautiful, anodized finishes. Each package 
contains closet rod, hanger-glides, end brackets, screws 
and instructions. 





M-D CLOSET RODS 


with Nylon Hanger-Glides 

Shelf-Mounted. Style No. CRM 
Sturdy extruded aluminum is easily mounted under 
shelf. Comes in 4 attractive, dized finish $ th 
sliding Nylon Hanger-Glides are easily slipped into 
the mounted rod. May also be attached to ceiling for 
use with shower curtain, or to top of window or cornice 
for use as a drapery rod. Completely packaged sets in 
9 lengths from 36” to 96”. 


as CMD 
ALUMINUM LEVELS 


Both pro and amoteur are attracted to this 

gleaming, sturdy, extruded aluminum level. It's 

a high quality, precision tool at a sensible price. Tough, 
non-breakable Pyrex vials are replaceable. Glossy 

red interior with silvery satin top and edges enhance its 
appearance, 10 sizes from 18” to 96”. 

Individually packed in Poly tubing. 
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M-D MOULDING AND TRIM 
All shapes available in Anodized finish 


Wide variety of shapes and sizes for all thicknesses of 
material. Available in permanent, high quality anodized 
aluminum finish—also furnished in polished aluminum, 
brass or stainless steel. Whether anodized or polished, 
the finish is unsurpassed in quality. Through constant 
checking and control, M-D produces a satiny anodized 
finish that is both beautiful and permanent. 


Standord weight for use Extra heavy built 
between floor joists for heavy duty 


M-D FOUNDATION & CORNICE VE 


Here's variety to meet your ae 
customers’ needs. Die-cast = ow 
aluminum vents for crawl 

spaces or cornices . . . in 2 

styles for brick or concrete 

block construction. M-D 

Louvered Cornice Vents are 

made of heavy-gauge 

stamped aluminum with re- 

inforcing ribs for extra | 

rigidity. Also available in Hi 

Anodized Albras finish. Two 7 

sizes—4"x16" and 8”x16". 

Easy and ready to install. 

Dozens of uses for ventila- 

tion in new homes or for No. 816 Louvered Cornice Vent 
remodelling. 


MACKLANBURG-DUNCAN CO. 


Manufacturers of Quality Building Products * Box 1197 * Oklahoma City 1, Okla. 
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HOW 

TO 
MAKE A 
ROLL OF 
FENCE 
BELLOW 
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Only Keystone Steel & Wire Company does it! Each roll of fence made 
by Keystone is branded with red paint. This special trademark bellows 
RED BRAND! Your customers recognize this fence with the top red 
wire immediately. They know it’s Red Brand—the fence that’s Galvan- 







nealed® to outlast ordinary galvanized fence. } The 
Proved in Performance... only 
Red Brand is a big seller because it’s proved in performance. It has been fence 














a favorite among farmers for generations. Users of Red Brand agree it lan e 

costs less to own the best fence because it lasts years longer. Red Brand 

is made of the finest copper-bearing, rust-resistant steel wire. that 
sells on 







Strong Selling Support... 


Naturally, you benefit from the wide popularity and quick identification 
of all Red Brand products, including Galvannealed Red Brand barbed 
wire and Red Top® steel fence posts. Keystone continues to give you 
strong selling support with advertising over farm radio and television 
and in national and local farm publications. All this means faster turn- 
over and higher profits for you. 

Why sell less when you can sell more of the best? It will pay to 
stock up on Red Brand today. 


sight 













KEYSTONE STEEL & WIRE COMPANY 


Peoria, Illinois 


makers of Red Brand Fence « Red Brand Barbed Wire - Red Top® Steel Posts + Keyline® 
Poultry Netting - Non-Climbable Fence - Gates - Nails « Baler Wire 
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Develop Detailed Home Advertising, 


Promotion for Lu-Re-Co Dealers 


WASHINGTON—A complete  ad- 
vertising, publicity and sales training 
plan to promote new home sales is 
announced by Lumber Dealers Re- 
search Council for franchised Lu-Re- 
Co dealers. 

President C. A. Thompson said: 

“Because the program is detailed 
step-by-step, it can be put to work 
immediately, requires no special skills 
or training. Six eye-catching newspa- 
per ads are complete with layout and 
copy. The dealer simply inserts his 
name and prices.” 

Three publicity releases establish the 
dealer as building headquarters for his 
community, pinpointing services and 
explaining time and money saving ad- 
vantages of Lu-Re-Co. 

Sales training material for six em- 
ploye meetings contains a meeting 


guide and preparation check list. A 
12” LP record dramatizes how to sell 
a Lu-Re-Co house. It gives a word-for- 
word script for the sale. 

Work sheets permit employes to 
take notes and scripts outline benefits 
of this type of construction. Selling 
design features of the floor plan are 
covered, along with selling aluminum 
roofing, siding and windows and sell- 
ing wall panels and roof trusses to 
contractors. All situations are detailed, 
including how to upgrade the sale. 

The kit was developed by Russell 
W. Nowels, a member of the Lu-Re-Co 
executive committee and his daughter 
Martha. It costs $35. Additional em- 
ploye sections (the kit has three) are 
$1.25 each. Kit has a five-day return 
privilege from Lu-Re-Co Sales Plan, 
412 Water St., Rochester, Mich. 





Housewives Ask Quality, Not 
New Products in Ideal Home 


WASHINGTON—Homemaker_ dele- 
gates to the third National Congress on 
Better Living here advised the build- 
ing and home equipment industries to 
“improve what we have, give us quali- 
ty before you give us something new.” 

Meeting in five roundtable discus- 
sions during McCall’s three-day con- 
clave, the 100 women from all parts 
of the nation asked for quality and 
defined it as the “ability to endure.” 
They saw the quality home as one 
“that will outlast the mortgage.” They 
envisioned their ideal home as having: 
* two-story design with one bedroom 
on the first floor 
* at least two bathrooms, one with a 
tub, the other a shower stall 
* bright, airy kitchens where no ac- 
tivity but food preparation takes place 
* a separate laundry room with wash- 
er, dryer, ironing equipment, TV, 
telephone and lots of counter and stor- 
age space 
* much storage space throughout; per- 
haps a walk-in pantry and specialized 
storage areas for various purposes 
* fireplaces 
* no terrace without a roof 
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* glareproof glass in picture windows 
and glass walls 

¢ TV sets anywhere but in the living 
room 

* a custom-appearing exterior that 
doesn’t look like the neighbors. 

Delegates said they would pay up to 
$1,000 more for a house that ap- 
peared to be custom-built. They would 
locate the ideal home away from 
neighbors and suburban developments 
on country “acreage” with schools 
and cultural facilities nearby. Churches 
and shopping centers need not neces- 
sarily be close. 

Mortgages. Homemakers feel 20- 
year mortgages are long enough. They 
would not buy a more expensive 
house if longer terms were available. 
They emphasize the length of the mort- 
gage should be governed by a man’s 
earning power over 30 years and his 
ultimate potential. Although skepti- 
cal of the practice, they wanted more 
information on trading-in houses. 

Prices. Delegates said their ideal 
home would cost from $5,000 to $15,- 
000 more than their present one. They 
might spend $3,000 to $15,000 to re- 


Gradual Increase in 
Housing Starts Seen 


WASHINGTON—Applications for 
Federal Housing Administration new- 
home mortgage insurance climbed 9% 
from the May rate to a seasonally- 
adjusted annual rate of 241,000 units 
in June. 

Applications had dropped to a low 
of 222,000 starts annually in April and 
May. FHA also reported an upswing 
in prices it gets for mortgages on the 
resale market. 

Veterans Administration also indi- 
cated requests for new-home apprais- 
als under its mortgage guarantee 
program reached an eight-month high 
in May. 

Housing starts in the first five 
months of this year slumped 19% be- 
low the like period in 1959. Annual 
rate in May was set at 1,305,000. 


Oak Flooring Group Plans 
Research To Boost Market 


MeMPuHis—Plans for an expanded 
research program to help’ win 
a larger share of the market in 
houses built on concrete slabs have 
been approved by The National Oak 
Flooring Manufacturers’ Association. 

Members recently voted a 50% as- 
sessment increase for promotion at 
the mid-summer meeting here. 


New NSDJA Address 


Cuicaco—The Northern Sash & 
Door Jobbers Association has moved 
its offices to 20 North Wacker Drive, 
Suite 1902, Chicago 6, Ill. 





model their present home. Most would 
spare no expense in remodeling their 
kitchens, agreeing to pay up to $5,000 
for it exclusive of structural altera- 
tions. 

Gripes. The delegates stressed a 
desire for high quality in appliances. 
Complaints included: 

* too many gadgets on basic appli- 
ances that add to breakdowns 

* new models not thoroughly tested 
before introduction 

* servicemen not carefully or com- 
pletely trained (delegates warned man- 
ufacturers their guarantees are only 
as good as the dealers who sell and 
service their products). 

Homemakers said they couldn’t do 
without their washing machines. They 
endorse floor waxers and _ polishers 
and like spray-on waxes and cleaners. 
They agreed they would rather buv a 
major appliance, such as a dishwasher, 
than spend the money on a vacation. 
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BRITISH VISITORS 
Phillip O. Reece, 
manager, British 
Timber Develop- 
ment Association, 
right, and Rodney 
R. Perry, associa- 
tion chairman, de- 
scribe lumber ac- 
tivities in Britain to 
Art Hood, chair- 
man of A. L. and 
Building Products 
Merchandiser, not 


shown. 


Tell British Timber Developments 


Calling on American Lumberman's Art Hood, they 
describe growing use of lumber products in British 


Isles. 


¢ Fewer than 20% of British lumber 
dealers solicit builder business. They 
just “take orders.” 


¢ Slightly more lumber footage is 
being used in new English homes, but 
lumber is still far behind brick and 
stone as primary building materials. 


* 95% of all lumber used in England 
is imported. 

These are some of the observations 
of two leaders of the British timber 
(lumber) industry who visited Art 
Hood, chairman of American Lum- 
berman’s editorial board last month. 

Rodney R. Perry is chairman and 
Phillip O. Reece is manager of Bri- 
tain’s Timber Development Associa- 
tion, a group of 1,200 “timber trade” 
firms united to promote the use of 
wood. 

“Our dealers are just starting to 
think about home adaptation (im- 
provement),” said Perry. ‘“Two-story 
houses set close together can’t very 
well be expanded as your bungalows 
and one-story homes can.” 

Because their forests were largely 
denuded during the war, Britain is 
just starting to return to their pre-war 
position in lumber sales. Prior to the 
war, British homes used 214 standards 
of lumber in the construction of an 
average house. (One standard equals 
1,980 board feet.) Post-war restric- 
tions limited house construction to 1.6 
standards until 1953 when two stand- 
ards were allowed. 

Use of insulation board and ply- 
wood in new homes is on the in- 
crease, Reece said. Sales of both par- 


ticle board and hardboard are also 
picking up. 

Credit picture. Building societies 
have long financed home building in 
the British Isles. Now, for the first 
time, the government-controlled econ- 
omy is permitted to make loans for 
certain types of home improvements. 

“The timber trade has always fi- 
nanced the building trades,” explained 
Reece, “so we are accustomed to 
credit operations. But the builders 
aren’t and it’s going to take some time 
before they do business on credit set- 
ups similar to those in your country.” 

Reece said that 95% of all lum- 
ber used in England is imported hard- 
woods, mainly from Africa; softwoods 
come from Scandinavia. Finland led 
in prewar lumber shipments followed 
by Sweden, but now the situation is 
reversed. 

Between 10%-15% of the soft- 
woods used in England come from the 
Soviet Union— about 1.5 million 
board feet annually. Russian timber, 
largely virgin, makes better joining 
grades, the British find. 

“We've imported Russian timber 
for centuries,” explained Perry. “In 
fact our timber measurements are 
known as Petrograd standards.” 

Other business visits in this country 
by Messrs. Perry and Reece included 
the Syracuse University school of 
forestry and the Forest Products 
Laboratory, Madison, Wis. The tim- 
ber association executives were guests 
of the British Columbia provincial 
government while studying logging and 
lumbering operations in Canada. 
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MISTAKE? A.L. editors admit that the 
spelling of Lone-Star State in the July 
18th issue (see above) was a Texas-size 
“goof.’’ But maybe there's more truth 
than error in the mistake. Texas dealers 
are widely celebrated for their financial 
wizardry and loan services, which get 
Dealer Sales Control. Apparently, even 
the Chicago proofreaders are aware of 
their financial ability; they okayed the 
headline without a query! 





24% of Retail Dealers 
Expect To Add Employes 


MILWAUKEE—A note of optimism 
was sounded by 24% of the nation’s 
retail building materials and farm 
equipment dealers when they said they 
expect an increase in employment 
needs for the third quarter of 1960. 

A survey conducted by Manpower, 
Inc., annually serving more than 65,- 
000 companies, showed that 66% of 
the retail dealers predict no change in 
employment needs for the third quar- 
ter, 5% expect a decrease and the re- 
mainder offered no opinion. 

Among building construction exec- 
utives queried by the firm, 34% fore- 
saw a rise in employment needs, 56% 
look for no change, 5% expect a de- 
crease and 5% had no opinion. 

Areas reporting expected marked 
increases in retail dealer employment: 
north west central 38%; south west 
central 40%; mountain states 50%; 
and north Pacific coast states 100%. 
In construction: New England 50%; 
middle Atlantic states 50%; south At- 
lantic 50%; midwest 50%; and south 
Pacific coast 40%. 


Wage rates continue to rise. Some 
2,500 carpenters in the Dallas, Tex., 
area received a 25¢-an-hour pay hike 
last month which will be spread over a 
2-year contract period. 





KEEPING COOL IN NEW GUINEA— 
Quaker State Metals Co. aluminum rolled 
roofing is used on new “Our Lady of 
Perpetual Help” church in Bougainville, 
New Guinea. Built by native labor in 
two years, the church is roofed by 48” 
wide corrugated aluminum rolled out to 
extend the full length of the building. 
Supplied by Elisha Webb & Son, Phila- 
delphia, the roof has no side laps to 
leak or blow off. 
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what's the PRICE? 


rhe current retail price range shows little change in the last 
two weeks. However, within the high and low ranges across 
the country, green fir 2x4’s are down. They are now selling 
for about $62 a thousand board feet at northwest mills. This 
is a drop of $3 in two weeks, approximately $15 below the 
same period a year ago. 





Fir plywood prices slipped too. Although some big producers 
are trying to hold the official $64 a thousand square feet 
price, there is widespread discounting of about $2 a thousand. 








Northwest manufacturers are moaning that the market has 
been “sick” since last July (1959) and “there is nothing in the 
wind” to indicate an easing of the situation. 





Home building starts in June reached an annual rate of 
1,334,000, approximately 15% below the same time last year. 


Current Retail Price Range 


Retail prices to typico! one-house contractors, based on current American Lumberman reports received from leading dealers 


Zone 1 
North 
Atlantic 


Low High 
$ $ 


LUMBER: 


Douglas fir: 
Dimension: 
Std. & Btr. green R/L 2x4 
Std. & Bir. dry R/L 2x4 
Sed. & Bir. green R/L 2x10 
Std. & Ber, dry 2x10 R/L 
West Coast Hemlock, White Fir: 
Dimension: 
Std. & Btr. dry R/L 2x4 
Sed. & Btr. dry R/L 2x10 
Western Pines: 
Boards: 
No, 2 & Bir. dry 1x8 R/L S45 or shiplop 
No. 3 & Btr. dry R/L 1x8 S4S or shiplap 
Southern Pine: 
Dimension: 
No. 2 & Btr. dry R/L 2x4 
No. 2 & Ber. dry R/L 2x10 





Boords: 
Mo. 2 & Btr. dry R/L 1x8 S45 or D&A M or 
shipiop 
Hardwood Flooring: 
Select Ook 25/32" x 24" Plain sowed 
No. 1 Common Ook 25/32" x 2's" Plain sawed 
Interior Softwood Paneling: 
No. 2 Ponderosa Pine R/W 
Wood Siding: 
Redwood Clear All Heort bevel siding 
3/4" = 10" 
“A” Cedar bevel siding 3/4” x 10” 
Wood Shingles: 
Cedar shingles 5/2 #1 16" - 5X 


| 
| 185. 


180. 275 


PLYWOOD: 


Fir, 1/4" DFPA-AD interior give 

Fir, 1/4" DFPA-AC exterior give 

Fir, 3/8” DFPA-CD sheoth 

Fir, 1/2" DFPA-CD sheoth 

Fir, 5/8” DFPA-CD sheothing interior glve 


MILLWORK: 
Phil. mohogony (Loven) flush door 
1-3/8""-2-6x6-8 
Birch flush door 1-3/8" — 246-8 
Double hung window unit 2-4x4-6, set up, 
glazed weatherstripped and balanced 


7.25 


BUILDING MATERIALS: 


Outside white point, first grade 5.95 
8d common steel nails 13.25 
Mineral wool insulation, full-thick bett 72. 
Ceiling Tile, 12x12” 125. 
81. 
135, 
52. 


7.35 

14.50 
118. 
40. 
90, 
140, 
55. 
110. 

8.85 


25/32" insulating sheathing 
3/8” gypsum wallboard 
1/8" tempered hordboord 


215+ thick butt espholt shingles 7.50 





| 


Zone 2 
Middle 
Atlantic 


Low 


High 
$ $ 


12.50 
117,50 


117,50 


260, 
225. 


; 190, 


7.90 | 





202.50 | 300. 


250. 


| 17.95 19.50} 20, 
, $—— 


7,35 


| 
26.23 | 19.30 26.21 | 15.50 21.84 
$$ 


7.35 
14.75 


6.05 
12. 
60. 80. 

135. 200. 
57.50 130, 
120. 157.50 
50 60. 


130, 
10.45 


85. 
7.50 


Zone 3 
South 
Atlantic 


Zone 4 
Eost North 
Central 





9.60 | 
9.75 1.50 | 945 1240] 8 


Lew High | Lew High 
$ $ $ $ 





9.90 
12.50 


6.50 


—+- 





80, 150, 
6.75 10.25 











Zone 5 
East South 
Central 
High 
$ 


Low 
$ 





Zone 6 
West North 
Central 


Low High 
$ $ 








Zone 7 
West South 


Central 


Low High 
$ $ 


13,75 


Zone 8 


Mountain 


High 
$ 


Low 





42. 
310. 


17.02 21.50 


100, 150, 
WwW, = (170. 
99.75 160. 
135.35 200. 
153.56 230, 


9.96 
13,22 


7.26 
11.25 


17.22 28.45 





Zone 9 
Pacific 


Lew High 
$ 


300. 
320. 


220. 
165. 





13.50 18.50 


| 

| 

| 
hes 
} 


75. 140. 
85. 160. 
“4. =O. 
90. 190. 
106. 210. 


EEE — 


9.68 
13.43 


5.70 
8.40 


17.70 28.70 
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Merchandise moves when you sell Continental Steel Products 


Cleaner, Sharper Nails—10,000 Kinds and 
Sizes—So clean they pass the “white glove” 
test. Sharper, too, with greater holding power. 
50 Ib. cartons, 10-5-1 Ib. boxes. 


Brytite® Ornamental Lawn Fence. Your fence sales zoom when you display 
beautiful Brytite fence. New coating retains luster, lengthens fence life. Closely, 
evenly spaced wires, uniform picket tops. In single and double picket. Range of 
heights, gate sizes and styles. Also attractive Brytite flower bed borders. 


Welded Wire Reinforcing Fabric. Cash in on residential and light commer- 
cial construction, remodelling. Adds only 10% to cost of concrete slab, makes it 30 
per cent stronger. Controls cracks. For parking lots, basements, drives, patios, 
steps. Range of styles, sizes. Also reinforcing bars for heavy construction. 
Galvanized Welded Wire Fabric. An every day utility product every cus- 
tomer uses for cribs, pens, window guards, tree guards, fences, poultry floors, 
cages, etc. Strong, rigid and sturdy, with even welds for smooth, neat appear- 
ance. Popular mesh sizes and widths. 


83 Steel Products from one Convenient Source—See Your Jobber or Write Today. 


CONTINENTAL STEEL 


CORPORATION KOKOMO, INDIANA 


Producers of: 15 Types of Farm Fence, Posts, asi Barbed Wire, Standard Styles of Galvanized Roofing 
and Siding, Nails, Staples, Lawn Fence, Welded Wire Fabric (Reinforcement—Galvanized), Wire Products. 
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J-M Promotes Dutcher 

Francis E. Dutcher, vice-president 
of Johns-Manville Sales Corp., has 
been named general sales manager for 
Dealer Building Products in J-M 
Building Products Div., succeeding 
E. K. Clark who retired after 26 years 
company service. 


¢ Irwin B: Fieldman has been appoint- 
ed sales manager of the plywood com- 
ponents division of Edward Hines 
Lumber Co. He was formerly in charge 
of engineering for the Plywood Fabri- 
cator Service. 


* Executives of Seattle Cedar Lumber 
Mfg. Co., Seattle, have purchased 
Olympic Stained Products Co., one 
of the largest makers of stains and 
prestained woods. 

Philip W. Bailey, who owned the 
firm for 25 years, will remain on the 
board of directors. Alan F. Black, 
Seattle Cedar president, is now presi- 
dent of Olympic. John N. Anderson, 
in charge of Olympic production, is 
executive vice-president and general 
manager. George Oistad continues as 
Olympic general sales manager. 


* Joe Butler has been named treas- 
urer of the Western Red Cedar Lum- 
ber Association. He succeeds John 
McCrory, who is vice-chairman of the 
trade promotion committee headed by 
M. C. Jennings. The association re- 
elected Gordon Douglas as president 
and Donald W. Pleier secretary-mana- 
ager at its recent meeting at Harrison 
Hot Springs, B. C. 


* James H. W. Conklin, general sales 
manager of Pratt & Whitney Co., Inc., 
has been appointed general sales man- 
ager of Stanley Steel Strapping divi- 
sion of The Stanley Works. 

Conklin has served as president 

of the Material Handling Institute. He 
has also been general sales manager 
of the Yale & Towne Mfg. Co., Truck 
Div. 
* Crown Zellerbach Corp., San Fran- 
cisco, has named three men to its 
building products staff, a new division. 
William R. Works will direct midwest 
sales; Allen M. Ringel, California 
sales and John H. Schick, division 
merchandising manager. 


* Gordon Patterson, former head of 
Square D. Co., Detroit, has been 





EV eT ae 


“GOLD MEDAL” QUALITY 


Only the finest of mature growth, 
altitude timber goes into the pro- 
duction of our lumber. It is well 


ac U ly graded 





and carefully loaded in clean cars. 
Don't be satisfied with less than 
Pickering ‘Gold Medal’’ Quality. 


Sugar Pine © Ponderosa © White Fir ® Incense Cedar 


PICKERING LUMBER CORPORATION 


Standard, California (Near Sonora, Calif.) 


MILLS: Pickering Lbr. Corp. 
West Side Lbr. Co. Div. 


Telephones: Sonora JE 2-714! 
Tuolumne WA 86-4213 
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Standard, Calif. 
Tuolumne, Calif. 


TWX: Sonora 116-U © 





Gordon Patterson John N. Anderson 


elected president and a director of 
Yale & Towne Mfg. Co. to succeed 
retiring Gilbert W. Chapman. 


¢ C. H. Blanchar has resigned as 
Roddis Plywood Corp. president to 
become president and director of Pub- 
er Service Co. of Indiana at Indianap- 
olis. 

Roddis Co., of Marshfield, Wis., 
was recently acquired by Weyer- 
haeuser Co. It is to be operated as a 
division. 


¢ Fred Isley has been named public 
relations director of U. S. Plywood 
Corp., New York, reporting directly 
to chairman and chief executive offi- 
cer S. W. Antoville. 


Midwest Distributors 
To Screen New Products 


MINNEAPOLIS—Five upper mid- 
west Zonolite distributors from a nine 
state area have formed a manufac- 
turer-jobber advisory committee with 
Western Mineral Products Co. here. 

At the organizational meeting, 
Western sales vice-president Harvey 
W. Steiff said the group seeks more 
effective marketing methods and guid- 
ance on present and upcoming build- 
ing material products. 

“Challenges and Changes of the 
Sixties,” “Better Sales Management at 
the Distributor Level” and “Distribu- 
tion Policies” were discussed. 

Distributor representatives attend- 
ing were: William Fults, Sterling Lum- 
ber & Investment Co., Denver; Ho- 
mer Hahn, Central Lumber Sales, Lin- 
coln, Neb.; Robert House, Building 
Material Distributors, Rapid City, 
S. D.; Len Kirschling, Lumber Deal- 
ers Supply, Green Bay, Wis.; and 
John Mackin, Builders Supply Co., 
Mason City, Iowa. 

L. J. Venard, Wempco president, 
and C. A. Pratt, engineering vice- 
president, were present with Steiff. 


Hines Signs Lumber Contract 


Cuicaco—Edward Hines Lum- 
ber Co., with 27 retail outlets in the 
Chicago area, sees an annual $8 mil- 
lion sales increase as a result of sign- 
ing an exclusive lumber sales contract 
with a Canadian firm. 

The agreement with Midway Ter- 
minals Ltd., Vancouver, B. C. involves 
several mills having combined produc- 
tion of more than 100 million board 
feet a year in white spruce and 
Douglas fir. 
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SANDING 
(3 cuts) 


/ 


WAXING and BUFFING 
(2 operations) 


BRUCE 
PRE-finished 
FLOORING 


Sell the flooring 
that’s used in 
nearly a million homes 


APPLYING FINISH and FILLER 
(2 or 3 operations) 








...- AND 
HOME OWNERS GET 
MORE BEAUTIFUL, 
MORE DURABLE 
OAK FLOORS 








YOU MAKE A PROFIT ON THE 
FLOORING AND THE FINISH 


Bruce Pre-finished Flooring makes it old- 
fashioned to sand and finish floors on the 
job. These expensive, time-consuming tasks 
are completely eliminated . . . saving build- 
ers about 40% in floor labor costs. 

When it comes to remodeling jobs, that’s 
when Bruce Pre-finished Flooring really 
shines, Home owners can install a new floor 
in a day, without the mess and inconven- 
ience of sanding and finishing. 

As a dealer, you make more money on 
this modern hardwood flooring. You get 
your regular flooring profit plus extra profit 
on the famous Bruce factory finish. 

Bruce helps you sell more floor jobs 
through dominant advertising to builders, 
architects and home buyers. Write today 
for complete information and sales helps. 


E. L. BRUCE CO. 
1626 Thomas St. 
Memphis 2, Tenn. 


Bruce PRE-finished Floors 





Movies You Can Show 
In Forest Products Week 


Here is a complete up-to-date list of all films dealing with forest products and 
their uses. You can choose appropriate films from this alphabetical list that will 
effectively tie in with your first national Forest Products Week promotion Octo- 
ber 16-22. Running time is given to help you in your programming. On page 34 
you'll find an alphabetical list of the sources offering these films. Because these 
films will be in great demand, we suggest that you apply immediately. 


Sak EEN 
American Maker (29. min.) 16 mm, 
color, sound movie. Apply Jam Handy. 
Free. Tells how American mass produc- 
tion grew, including that of wood man- 
ufacture. 
Architecture West 


(15S min.) 16 mm, 


color, sound movie. Apply Cal Red- 
wood. Free. History of west coast ar- 
chitecture to contemporary era. 


Better Homes in Jig-Time (30 min.) 16 
mm, color, sound movie. Apply Wood. 
Free. Shows Lu-Re-Co home building. 
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DIRECTORY 
of SPECIES 


& PRODUCTS 


DOUGLAS | WEST COAST 
FIR HEMLOCK 


BOARDS 
DIMENSIONS 
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TIMBERS 
SIDING 


CEILING 
PANELING 
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CASING & BASE _ 
STEPPING 
MOULDING 
FABRICATION 


| | 

«| | |* 
| | 
| 


All items in all grades are KD except 
timbers. All stock DET, grademarked and 
trademarked. Mixed Car Shipments 

are our specialty. 





Douglas Fir 


PLYWOOD 


Sheathing & sanded 

Exterior & Interior 

Sizes up to 5’ x 10’ 
DFPA Member 
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Box Silo (14 min.) 16 mm, bé&w, 
sound movie. Apply USS. Free. Story of 
pressure-treated wood horizontal silo. 
(Not available in mountain and west 
coast states.) 

for Tomorrow (22 min.) 16 
mm, color, sound movie. Apply Teco. 
Free. Shows many buildings using glued 
laminated structural members. 
Building the American Dream. (30 
min.) 16 mm, color, sound movie. Ap- 
ply. Modern. Free. Story of the housing 
industry, new quicker methods and 
materials for construction and the im- 
portance of building in our economy. 
Building Your Own Boat (9 min.) 16 
mm, color, sound movie. Apply Mod- 
ern. Free. Shows how to construct your 
boat using fir plywood. 
Built for Living (26 min.) 16 mm, color, 
sound movie. Apply Southern Pine. Free. 
The story of a house and what it took 
to build it from architect, contractor, 
lumber dealer and family. 


Climate as You Like It (132 min.) 16 
mm color, sound movie. Apply IBI. Free. 
Tells the story of insulation board from 
raw materials to construction. 
Conservation Road (18 min.) 16 mm, 
b&w, sound movie. Apply EBF. Pur- 
chase or rent. Tells the story of Ameri- 
ca’s natural resources and how to pre- 
serve them. 


pote; We 
Doors That Aren’t Just Doors, silent, 
strip film. Apply USPly. Free. Dis- 
cusses weldwood doors from manufac- 
turing to installation. 


ili 
East Lansing Research House (20 min.) 
16 mm, color, sound movie. Apply 
NAHB. Free. Shows construction and 
completion of 1959 research house. 
Easy Does It, 16 mm, b&w, sound 
movie. Apply Overhead. Free. Story of 
what goes into an overhead garage door 
and how it is fabricated. 
Engineered Timber Construction (14 
min.) 16 mm, color, sound movie. Ap- 
ply Teco. Free. Shows how timber con- 
nectors broaden the application of en- 
gineered principles to wood construc- 
tion. 

pis EOS 
Faces and Figures (one film 28 min., 
color, sound movie; the other with same 
title, 12 min., b&w, sound movie). Ap- 
ply Hardwood. Free. Genuine wood 
veneer and plywood story dramatized. 
Traces every step in production from 
logging to manufacture and use. 
Farm Pole Building (8 min.) 16 mm, 
color, sound movie. Apply Dow. Free. 
The theory of pole-type construction and 
step-by-step construction scenes. 
Feel the Difference (26 min.) 16 mm, 
color, sound movie. Apply USPly. Free. 
Describes how hardwood paneling is 
utilized in residential and commercial 
construction. 
Fine Hardwoods—Treasures in the 
Home (13% min.) 16 mm. color, sound 
movie. Apply Fine. Free. Although pri- 
marily about furniture, this film shows 
sequences on wall paneling and basic 
story of fine hardwoods. 
Fireweather (25 min.) 16 mm, color, 
sound movie. Apply Rarig. Rental $5. 
Free to Washington state residents. 
Shows how hunters, fishermen, campers, 
picnickers can cooperate in prevention 
of forest fires. 
Forest Conservation (11 min.) 16 mm, 
color, sound movie. Apply EBF. Pur- 
chase or rent. Calls attention to the 
many ways man has depleted the forest 
and suggests what should be done. 
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EASTERN 





SPOTLIGHT 








MODERN STORAGE for metal lath and 
accessories is shown above at Pearce 
Fireproof Co., Philadelphia, whose new 
warehouse was designed especially for 
lath stocks. Footage items such as Chan- 
L-Form steel studs, casing bead, cor- 
nerite, etc., are stacked on end, using 
““Uni-Strut'’ frames. 


Reisen Changes Name 

Union, N. J.—One of the larg 
est hardwood distribution yards in the 
metropolitan New York area has 
changed its name from Reisen Hard- 
wood Lumber Co. to Reisen-Seidel 
Hardwood Co. 


Simpson Wins Golf Cup 
Cuicaco—Harry Simpson, Her- 
man H. Hettler Lumber Co., Inc. here 
was awarded the American Lumber- 
man cup as winner of this year’s 
Lumber Trade Association of Greater 
Chicago’s golf tournament, executive 
secretary Ted Hunsaker announced. 


Florida Co-op’s Sales 
Up 53% in 8 Months 

HOLLYwoop, FLA.—Despite a 
20% slump in building volume in this 
two-county area, business boomed 
53% in an eight-month period for a 
local building materials co-op, Reserve 
Supply Co. of Florida, Inc. 

Manager-secretary Charles W. Mar- 
tin reports the reason: the 14 south 
Florida retail building materials deal- 
ers who own the co-op placed a great- 
er share of their orders with it from 
last October 1 to May 31. Realizing 
the savings in mass buying, non-mem- 
ber firms also increased their orders, 
he said. 

This year’s officers are: 

G. Tom Bailey, Jr., Miami, presi- 
dent; A. A. Renuart, Jr., Miami 
Shores, first vice-president; W. Robert 
Cameron, Dania, second vice-presi- 


dent; Clifton Rose, North Miami, 
treasurer; and Martin. 

Other directors besides the officers 
include: David Coay, Hollywood; 
Norwood Guthrie, Hiahleah; Solomon 
Cramer, Hialeah; A. C. Bivins, Jr., 
Miami; and Scott H. Braznell, Jr., 
Miami. 


Fiddes-Moore Has New 
Dayton Warehouse 

DayYTON—A new and larger build- 
ing materials warehouse and distribu- 
tion center has been opened here by 
Fiddes-Moore & Co., subsidiary of 
Evans Products Co. 

President E. S. Evans, Jr. and F-M 
president Milton Taylor were hosts at 
an open house for more than 300 re- 
tail building materials dealer-custom- 
ers in the southern Ohio area to in- 
augurate the new 23,000 square foot 
warehouse and office structure. It is 
one of 15 F-M warehouses. 


Alumo Products Expands 

BROOKLYN—Alumo Products Co., 
maker of storm windows and doors, 
has completed a new factory at Mt. 
Carmel, Penna. which will increase 
its production five times. 

Featuring the latest automated 
equipment, the factory is on a 19- 
acre site, employs 200 persons. 





Bowaters Begins Production of Smooth-on-Both-Sides Hardboard 


Sales manager J. R. Hahn stated that the air process 


CaTAwBa, S, C.—Full-scale production of smooth-on 
both-sides hardboard has begun in the first major hard- 
board mill in the eastern U. S., the recently-completed 
Bowater Board Co. plant here. 

Designed to produce 160 million square feet of hard- 
board annually, using a newly-developed air process, the 
new installation marks Bowater’s first step in north 
American diversification. The firm has produced hard- 
board and insulation board in Europe for 30 years. 

Manager John G. Robinson said the plant’s daily pro- 
duction capacity of 500,000 square feet of board re- 
quires 50,000 cords of hardwood yearly. At first the firm 
will employ 100 on a three-shift, seven-day week op- 
eration. 


used allows for a “better fiber formation and produces 
unfinished board with a pleasing warm wood color and 
two smooth sides.” 

The process utilizes high-velocity air to convey chips 
and wood fibers that are formed into hardboard. One 
feature is the board press equipped with a simultaneous- 
closing mechanism for faster pressing and uniformity 
from top to bottom. 

A new time-temperature cycle for humidification proc- 
ess enables boards to be shipped at desired moisture- 
content level, it was explained. The air-processed board 
can be made thicker or thinner to meet specifications. 
Density is controlled by altering the time-pressure cycle. 
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biggest advertising program in KéM 
one of your markets: dea/ers, applicators, 
architects, consumers 


THEY CAN T GET AWAY 








history covers every 
builders, 


Consistent K&M advertising in: 

e BUILDING SUPPLY NEWS 

e AMERICAN LUMBERMAN 
BUILDING PRODUCTS (Dealer Edition) 


AMERICAN ROOFING & BUILDING 
IMPROVEMENT CONTRACTOR 


BUILDING CONSTRUCTION ILLUSTRATED 
BUILDING PRODUCTS (Builder-Architect Edition) 
ENGINEERING NEWS-RECORD 
ARCHITECTURAL RECORD 
FACTORY 

e WALL STREET JOURNAL 

e METROPOLITAN SUNDAY NEWSPAPERS 


Excited about the ‘“‘golden 60’s’’? You bet we are! 
That’s why we’re hitting every one of your 
markets this year with consistent advertising—the 
most comprehensive advertising program 

in K&M history! 


And in addition to this blanket advertising, K&M 
supplies you with attractive and informative 
literature on all K&M building products: brochures, 
consumer leaflets, envelope stuffers . . . to use in 
your sales calls or as direct mail. In turn, your 
customers can put this material to work for them. 


And there’s more! Complete point of sale 
promotional kits for your dealers, builders and 
home improvement contractors . . . such as posters, 
displays, point of sale literature, outdoor signs. 
Write today for more information about K&M’s 
master plan of merchandising and advertising 
support. Don’t let this wonderful opportunity to 
increase your “‘golden 60’s” sales get away from 
you! Keasbey & Mattison Company, 

Ambler, Pa. Dept. B-2860. 


KEASBEY 


& MATTISON 
at Ambler 


QUALITY BUILDING PRODUCTS 
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From “10 Musts For Family Rooms’’—Summer Issue— 


Selling Remodeling? 
Try “Home” 


Getting good remodeling leads for lumber 
and building materials dealers is the sole func- 
tion of Home Maintenence & Improvement 
magazine. Published every four months, it is 
now part of the sales team for over 1,200 pro- 
gressive firms. 

“Home” is not published for the do-it-yourself 
customers. Instead it concentrates on major re- 
modeling projects which mean more profit for 
both you and contractor customers. 

The summer issue, for example, features, of- 
ten in color, attic remodeling, family rooms, 
kitchens, garages and new house designs. 
Handymen are not neglected entirely. The pro- 
jects for them are simple but call for substantial 
amounts of material. 

The cost per name is low, includes both prep- 
aration of a live prospect list and mailing 
promptly on March 1, June 1, September 1 and 


30D 


November 15. We guarantee no duplication of 
names in your community. 

Why not write us today for complete details? 
Solicit big-ticket remodeling with sound leads 
which keep down selling costs. Back up your 
outside salesman with a tested consumer maga- 
zine available only to lumber and building ma- 
terial dealers. 


maintenance 
and improvement 


The Dealer's Own Consumer Magazine 


Published by 
American Lumberman & Building Products Merchandiser 


59 E. Monroe Street, Chicago 3, Illinois 
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Forest Ranger (13 min.) 16 mm, color, 
sound movie. Apply EBF. Purchase or 
rent. Tells the story of the forest rang- 
er’s work in water conservation, lumber- 
ing and fire fighting. For children. 
Forests of the Future (29 min.) 16 mm, 
color, sound movie. Apply Modern. 
Free. Story of forest conservation and 
responsibilities of scientific tree farmers 
and lumbermen. 

From Trees to Lumber (14 min.) 16 
mm, b&w, sound movie. Apply AFPI. 
Free. Shows how trees are grown on a 
tree farm, harvested and manufactured 
into lumber, plywood and allied prod- 
ucts for building needs. 

From Trees to Paper (12% min.) 16 
mm, b&w, sound movie. Apply AFPI. 
Free. Shows how paper is made from 
trees and how scientific management as- 
sures growth of repeated tree crops. 


ee aS 


Glued Laminated Wood Arches (13% 
min.) 16 mm, color, sound movie. Ap- 
ply Southern Pine. Free. Illustrates 
fabrication and construction of the 
world’s largest glued laminated wood 
arches, spanning 247’ in a Florida fron- 
ton. Demonstrates new techniques of 
glue laminating. 


an; 


Happy House (20 min.) 16 mm, color, 
sound movie. Apply Wood. Free. Home- 
owner remodeling. 

Happy is the Home (33 min.) 16 mm, 
color, sound movie. Apply Modern. Free. 
The story of the kitchen from grand- 
mother’s day to our own. 

Homes for a Growing America (15 min.) 
16 mm, color, sound movie. Apply Mod- 
ern. Free. (Not available in Ariz., Calif., 
Ida., Mont., Nev., N.M., Ore., Utah or 
Wash.) Tells how new homes are made 
faster and more economically by as- 
semblyline techniques. 

Homasote Handbook (35 min.) 16 mm, 
color, sound movie. Apply Homasote. 
Free. Story of precision-built component 
home building. 

Increasing Fence Post Life (7 min.) 16 
mm, b&w, sound movie. Apply Dow. 
Free. Discusses pressure treatment of 
fence posts and building poles and the 
economy of using such items. 


It’s a Tree Country (13% min.) 16 mm, 
b&w, sound movie. Apply AFPI. Free. 
Shows tree farming, forest fire preven- 
tion, research and utilization activities 
of wood-using industries and other tim- 
berland owners which have helped add 
more wood in new growth than is being 
removed each year. 


—b-~ 


Let’s Remodel with Red Cedar, 16 mm, 
sound movie. Apply Red Cedar. Free. 
Contact Jack Chester, 2616 Forest Glen 
Trail, Deerfield, Ill. or Findley Tor- 
rence, Jr., 220 N. King St., Xenia, Ohio. 
Life Cycle Housing for Hogs (1412 min.) 
16 mm, color, sound movie. Apply 
Modern. Free. Tour of a hog farm of 
tomorrow built of fir plywood. 

Housing of Dairy Cattle (22 

min.) 16 mm, b&w, sound movie. Ap- 
ply USS. Free. Story of planning, erec- 
tion and use of loose housing and her- 
ringbone milking parlors for dairy cat- 
tle. Emphasizes pole-type construction. 
(Not available in mountain or west 
coast states.) 
Lumber for Homes (21% min.) 16 mm, 
color, sound movie. Apply Modern. Free. 
Story of the manufacture of west coast 
lumber and its use in building. 
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Lumber for Houses (13 min.) 16 mm, 
color, sound movie. Apply EBF. Purchase 
or rent. Story of lumber from trees to 
sawmill. For children. 
ee ae 

Mahogany . . . Wood of the Ages (28 
min.) 16 mm, color, sound movie. Ap- 
ply Mahogany. Free (two-week time lim- 
it for use). Tells story of mahogany 
from jungle through manufacturing in- 
to furniture or decorative schemes. 
Mark of Quality (30 min.) 35 mm, 
color, sound slides. Apply Rolscreen. 
Free. Illustrates features of Pella win- 
dows and wood folding doors and ap- 
plications in today’s building. 


Miracle in Wood (18 min.) 16 mm, 
color, sound movie. Apply Modern. Free. 
Story of plywood from forest to mills and 
how it is used. 
Modern Fence Building (13 min.) 16 
mm, b&w, sound movie. Apply Venard. 
Free. How a fence is constructed from 
posthole digging on. 
More Room at Home & 26 Modern 
Kitchen Ideas (18 min.) 16 mm, color, 
sound double movie. Apply Modern. 
Free. Tells how a family solves home 
storage problems with fir plywood built- 
ins and kitchen cabinets. 

a Ee 


New Architecture (15 min.) 16 mm, 








DENISTON 


“LEAD-SEAL”’ 
Metal Roofing Nails 


GALVANIZED FINISH ONLY 


LEAD SEAL—The only nail with lead just 
under the head and down the shank. 
When the nail is driven, the hole around 
the nail is plugged with lead and the 
break in the metal is completely covered, 
to form a perfect double seal. 


TRIPLE LOCK—The only nail that has a 
locking bump. As the “bump” is forced 
through the sheet, the sheet springs back 
over the bump—this effectively prevents 
the nail from working out. The nail, lead 
and sheet are solidly locked together 


DRIVE SCREW SHANK—The only nail 
that is driven on the steel head. Drive 
screw shank makes the nail turn and hold 
like a screw. It holds with a powerful, 
unyielding grip. Threads are deep and 
sharp because they are formed after 
galvanizing. 





furnished 
in RING SHANK 


and 
STRAIGHT SHANK 


Accepted Standard of Quality for Over 33 Years 


Birman ssenire nnn cone sae eta wae 


Bude SE PE eD 


DENCO Lead-Head Metal Roofing Nails 


6,000 pounds of pressure is used to 
compress the lead cold, both over and 
under the steel head of the nail as 
well as down the shank. The lead forms 
a perfect seal in the hole made by 


the nail. Heads will not 


Ring from 


Shank 


BRIGHT OR GALVANIZED 





1 Se 


“pop” off 
expansion and contraction of 


roofing nor from wind vibration. 








Venn SRE RD 1 seo 


Shipped in 50 Ib. cartons. Literature and price information available from your jobber or write direct. 


THE DENISTON COMPANY 





49th &South Western Avenue” « 


IN CANADA: EASTERN STEEL PRODUCTS CO.. LTD., 


Chicago 9, Illinois 


PRESTON, ONTARIO 
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color, sound movie. Apply Cal Redwood. 
Free. Film study of design influences 
from earlier American architecture to 
the present. 


ee ae 

Olympic Village U.S.A. (15 min.) 16 
mm, color, sound movie. Apply Mod- 
ern. Free. Shows preparation of sports 
facilities and quarters at Squaw Valley, 
Calif. for 1960 Winter Olympic games. 
Operation Attic! (20 min.) 16 mm, 
color, sound movie. Apply Western 
Pine. Free. Shows how a young couple 
transforms their attic into a useful room 
and how the retail lumber dealer as- 
sists them in selecting materials. 

Out of the Woods (15 min.) 16 mm, 
color, sound movie-cartoon. Apply Hard- 
board. Free. Shows how the basic forces 
of heat and pressure formed the earth 
and its basic elements. Shows how these 


forces are utilized in hardboard and 
common applications of it. 

Over Pine Mountain Trail (25 min.) 16 
mm, color, sound movie. Apply Dierks. 
Free. Scenic shots of the Ozarks telling 
the story of the southern pine industry 
from woods to mill. 


Pole-Type Buildings Cut Farming Costs 
(18 min.) 16 mm, color, sound movie. 
Apply Modern. Free. Shows construc- 
tion of a machine shed anchored by poles 
instead of foundation. (Not available in 
Ia., Kan., La., Md., Mich., Minn., Mo., 
Neb., N.D., Okla., S.D., Tex., Va., Wis., 
D.C., southern Ill. or southern Ind.) 
Promise of the Trees (27 min.) 16 mm, 
color, sound movie. Apply Modern. 
Free. Story of our forests and the variety 
of products we get from them. 

Put It on Poles (16 min.) 16 mm, 





call Tare for 


WEST 
COAST 


(uality 


(gntrolled 


LUMBER 


TARTER, WEBSTER & JOHNSON 


ARE MANUFACTURERS AND DISTRIBUTORS OF 


© Sugar and Ponderosa Pine 
Shop and Selects 

Sugar and Ponderosa Pine 
Boards 

V Douglas and White Fir 
Shop and Selects 

Douglas and White Fir 
Dimension and Boards 

incense Cedar Boards 

Redwood Commons and 
Selects 

- Ponderosa Pine and Fir 
Mouldings 

V Readymade Fence 
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TW&J sawmills manufacture lumber products 
from six Western Woods. To give the trade 
complete one-call service on all West Coast 
lumber products TW&J have buying offices 
in producing areas to handle the cut of 
additional major Pacific Coast sawmills. 


1960 is TW&J’s 50th YEAR in the LUMBER BUSINESS 


Tantren.Werster & Jounson, Ine. 


P.O. BOX 34S 
19 





color, sound movie. Apply Dow. Free. 
Discusses the applications of pole-type 
construction. 

Sl. 


Sempervirens (30 min.) 16 mm, color, 
sound movie. Apply Cal Redwood. Free. 
Shows how modern forestry works to- 
ward perpetuation of redwood trees. 
Siding Sense (14 min.) 16 mm, color, 
sound movie. Apply Western Pine. Free. 
Tells the story of wood siding in homes 
old and new. 
Simpson Plywood (27 min.) 35 mm, 
color, sound strip. Apply Simpson. Free. 
Manufacturing methods and applications 
of specialty plywoods. 
Simpson Redwood Roundtable (23 min.) 
35 mm, color, sound strip. Apply Simp- 
son. Free. Description of harvesting, 
milling and manufacturing redwoods 
and uses in the home. 
Sound Reasoning (5 min.) 16 mm, color, 
sound movie. Apply IBI. Free. Shows 
how noise is a big problem today and 
tells how to quiet homes with perfor- 
ated insulation board and ceiling tiles. 
South Bend Research House (30 min.) 
16 mm, color, sound movie. Apply 
NAHB. Free. Shows construction of re- 
search house of 1958. 
Symphony in Cedar. (12 min.) 16 mm, 
color, sound movie. Apply Red Cedar. 
Free. Shows the use of red cedar shingle 
roofing and walls. 

oie icons 
Television from Misery Mountain (141% 
min.) 16 mm, color, sound movie. Ap- 
ply DFPA. Free. Proof of fir plywood’s 
ability to take it when TV transmitter 
is built of the material atop Ameri- 
ca’s coldest mountain. : 
The Bounty of the Forest (28 min.) 16 
mm, color, sound movie. Apply West- 
ern Pine. Free. Documentary of the 
growth, harvesting and manufacture and 
utilization of all species of lumber pro- 
duced in the western pine region. 
The Builders (31 min.) 16 mm, color, 
sound movie. Apply Modern. Free. A 
story of architecture and construction in 
civilized times. 
The Forest Grows (10 min.) 16 mm, 
color, sound movie. Apply EBF. Pur- 
chase or rent. Presents the story of how 
our forests grow and describes the var- 
ious elements of wood. 
The Forest Produces (11 min.) 16 mm, 
color, sound movie. Apply EBF. Pur- 
chase or rent. Portrays the development 
of the forest, describes timber. ; 
The Forever Living Forests (27 min.) 
16 mm, color, sound movie. Apply Ideal. 
Free. Story of redwood lumbering and 
uses. 
The Living Forest (41 min.) 16 mm, 
color, sound movie. Apply EBF. Purchase 
or rent. Portrays the forest as a living 
community of timber, water and beauty. 
The Magic of Lumber (22 min.) 16 mm, 
color, sound movie. Apply Modern. Free. 
Explanation of lumber grading and wood 
testing laboratories. 
The Mark of Quality (20 min.) 16 mm, 
color, sound movie. Apply Andersen. 
Free. Shows uses of Andersen windows 
in today’s homes. 
The Miracle in Wood (18 min.) 16 mm, 
color, sound movie. Apply Modern. 
Free. Story of how fir plywood is 
made from timber to mill. 
The New Paul Bunyan (29 min.) 16 
mm, color, sound movie. Apply Mod- 
ern. Free. Story of scientific growth and 
harvesting of forests. 
The Professor Was a Salesman (35 
min.) 16 mm, color, sound movie. Ap- 
ply IBI. Free. Depicts a class where the 
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story of insulating board is told. Shows 
its manufacture and use. 

The Plywood Fleet (27 min.) 16 mm, 
color, sound movie. Apply Modern. 
Free. Shows the part fir plywood plays 
in pleasure boating. 

The Sound of America (27 min.) 16 
mm, color, sound movie. Apply South- 
ern Pine. Free. Story of the south’s 
second largest industry, the production 
of lumber. 

The Southern Hardwoods—Yours For- 
ever (30 min.) 16 mm, color, sound 
movie. Apply Southern Hardwoods. Free. 
Story of the southern hardwood indus- 


try. 
The South’s New Crop (14 min.) 16 
mm, color, sound movie. Apply Mod- 
ern. Free. Story of southern forests, the 
growth and harvesting of w 
The Story of Philippine Mahogany (18 
min.) 16 mm, color, sound movie. Ap- 
ply Philippine. Free. Deals with lum- 
bering in the Philippines. 
The Weldwood House (26 min.) 16 
mm, color, sound movie. Apply USPly. 
Free. Shows cunstruction of model 
house in Chicago using new plywood 
materials. 
The Woodlands Story (27 min.) 16 mm, 
color, sound movie. Apply Modern. Free. 
Story of pulpwood from forest to paper 
mills. 
This—Above All (132 min.) 16 mm, 
color, sound movie. Apply IBI. Free. 
Story of roofs designed during various 
periods with emphasis on using insulat- 
ing roof decking. 
This Is ner (21 min.) 16 mm, color, 
sound movie. Apply Modern. Free. Story 
of western forests and uses of the lum- 
ber grown there. 
Today’s Homes: A Special Report (151 
min.) 16 mm, color, sound movie. Ap- 
ply Celotex, or local representative. 
Free. Shows benefits of home owner- 
ship and the many services provided by 
the retail lumber dealer. 
Tomorrow’s Trees (32 min.) 16 mm, 
color, sound movie. Apply Modern. Free. 
Story of the living forest, conservation 
and reforestation. 
Treat Wood Right (22 min.) 16 mm, 
color, sound movie. Apply Dow. Free. 
Discusses the development of wood 
preservatives and shows methods of 
treating. 
Tree to Trade (30 min.) 16 mm, color, 
sound movie. Apply Rarig. Rental $5. 
Shows forestry, logging and manufactur- 
ing of lumber, treated products and 
furniture. 
ae. | 

Walls of Wisdom (12 min.) 16 mm, col- 
or, sound movie. Apply Red Cedar. 
Free. Features the use of machine- 
grooved red cedar shakes on exterior 
walls. 
Where the Heart Is (27 min.) 16 mm, 
color, sound movie. Apply USSLL. Free. 
Facts about how homes are bought and 
sold; financing. 
Windowalls ae the Friendly Valley 
(18 min.) 16 mm, color, sound movie. 
Apply Andersen. Free. A tour through a 
modern window factory. 
Wood Windows with Everything It 
Takes (20 min.) 16 mm, color, sound 
movie. Apply R-O-W. Step-by-step con- 
struction of a wood window; do’s and 
don’ts or proper installation of window 
unit. 
Work Wonders with Weldwood (26 
min.) 16 mm, color, sound movie. Ap- 
ply USPly. Free. Step-by-step remodeling 
of attic, carport or basement. 

(Turn page for alphabetical source 
listing of above films.) 





construction business around? 
Want factual leads on new 
to land 


more orders? Like to be able 


to pick your most profitable 


You need daily 


Dodge Reports!! 


If you do business anywhere 


Dodge 


in the 37 Eastern states— 


F.w. DODGE 
| SEND FOR 
THIS FREE 
CORPORATION BOOKLET 


Reports 


HELP 
BUILDING SUPPLY DEALERS 
GET MORE BUSINESS 


i" 


F, W. Dodge Corporation, Construction News Division 
119 West 40th Street, New York 18, N. Y., Dept. AL-80 


7} 


Send me the booklet “How Material and Equipment Firms Get 
More Business in New Construction” and let me see some typical 
Dodge Reports for my area. I am interested in the general merkets 
checked below. 


(C) General Building [) House Construction 
C) Engineering Projects (Heavy Construction) 
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Ditepsteles 
Companies 
Standardize 


on the Friden 
Calculator 


Lumber calculations are complicated. Yet the Friden sails through them like a 
power saw through soft pine. The reason is simple: Friden is fully automatic. 
It thinks its way through, remembers factors, leads the operator. (And what the 
machine does automatically, the operator can’t do wrong.) 


Get the full story from your Friden Man. In ten short minutes, he can show 

you why the Friden SBT Calculator is aptly called “The Thinking Machine of 
American Business.” See for yourself why the Friden 
has become standard equipment in so many lumber 
companies throughout the nation. 


THIS IS PRACTIMATION: Automation at the source. 
Automation so hand-in-hand with practicality there can 
be no other word for it. 


SEND FOR THIS FREE BOOKLET: “LUMBER CALCULATIONS MADE EASY” 
. 22 pages of immediately useful figuring. facts for lumbermen. 
Write: Dept. AL, Friden, Inc., San Leandro, California. 


SALES, INSTRUCTION. SERVICE THROUGHOUT THE U.S. AND THE WORLD 
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Alphabetical Source Listing 


AFPI—American Forest Products In- 
dustries Inc., 1816 N St. NW, Wash- 
ington 6, D.C. 

Andersen—Andersen Corp., Bayport, 
Minn. 


Cal Redwood—California Redwood 
Assn., 576 Sacramento St., San Fran- 
cisco 11, Calif. 

Celotex—The Celotex Corp., 120 S. La- 
Salle St., Chicago 3, Ill. 


DFPA—Douglas Fir Plywood Assn., 
1119 A St., Tacoma 2, Wash. 

Dierks—Dierks Forests, Inc., Dierks 
— 1006 Grand Ave., Kansas City 6, 


are Ths Dow Chemical Co., Midland, 
Mich. 

EBF—Encyclopedia Britannica Films, 
1150 Wilmette Ave., Wilmette, Ill. 
Fine—Fine Hardwoods Assn., 666 Lake 
Shore Dr., Chicago 11, Ill. 
Gas—American Gas Assn., Film Li- 
brary, 420 Lexington Ave., New York, 
N.Y. 


Hardboard—Hardboard Assn., 205 W. 
Wacker Dr., Chicago 6, IIl. 
Homasote—The Homasote Co., Fern- 
wood Rd., Trenton, N.J. 


IBI—Insulation Board Institute, 111 W. 
Washington St., Chicago 2, Ill. 
Ideal—Ideal Pictures Corp., 233 W. 
43nd St., New York 36, N.Y. or 58 E. 
South Water St., Chicago 1, IIl. 


Jam Handy—The Jam Handy Organiza- 
tion, 2821 E. Grand Blvd., Detroit 11, 
Mich. 

Mahogany—Mahogany Assn., Inc., 666 
Lake Shore Dr., Chicago 11, Ill. 
Modern—Modern Talking Picture Serv- 
ice, Inc., 3 E. 54th St., New York 22, 
N.Y 


NAHB—National Assn. of Home Build- 
ers, 1625 L St. NW, Washington 6, 


D.C. 


Overhead—Overhead Door Corp., Hart- 
ford City, Ind. 


Philippine—Philippine Mahogany Assn., 
Inc., 1017 Fair Oaks Ave., Box 311, S. 
Pasadena, Calif. 


Rarig—Rarig Motion Picture Co., 2100 
N. 45th St., Seattle 3, Wash. 

Red Cedar—Red Cedar Shingle Bureau, 
5510 White Bldg., Seattle 1, Wash. 
R-O-W—R-O-W Sales Co., 1365 Acade- 
my Ave., Ferndale, Mich. 
Rolscreen—Rolscreen Co., Pella, Ia. 


Simpson—Simpson Logging Co., 1010 
White Bidg., Seattle 1, Wash. 

Southern Hardwood—Southern Hard- 
wood Producers, Inc., 805 Sterick Bldg., 
Memphis 3, Tenn. 

Southern Pine—Southern Pine Assn., 
National Bank of Commerce Bldg., 
Box 1170, New Orleans 4, La. 


Teco—Timber Engineering Co., 1319 
18th St. NW, Washington 6, D.C 
USPly—U. S. Plywood Corp., 55 W. 
44th St., New York 36, N.Y. 

USS—U. S. Steel Corp., 208 S. La- 
Salle St., Chicago 90, IIl. 

USSLL—U. S. Savings & Loan League, 
221 N. LaSalle St., Chicago 1, Ill. 
Venard—The Venard Organization, Pe- 
oria, Ill. 

Western Pine—Western Pine  Assn., 
Yeon Bldg., Portland 4, Ore. 
Wood—Wood Conversion Co., First Na- 
tional Bank Bldg., St. Paul 1, Minn. 
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MARLITE RANDOM PLANK 


... beautiful wash-and-wear paneling with the exclusive soilproof baked finish 


You'll add practical new beauty to any room when the walls are 
paneled in Marlite Random Plank. This new “wear without care” 
paneling with its baked melamine plastic finish resists stains, mars 
and dents. An occasional damp cloth wiping keeps it spotless and 
new-looking year after year. Ready to use without painting or 
further protection, tongued and grooved Random Plank goes up 
crete fast over furring strips or existing walls. Planks are 4” thick, 16” 
wide, 8’ long. And you can choose a wood pattern for any decor 
from among the six new Trendwoods® especially created for 
Marlite by American Color Trends. For more information, eheck 
Sweet’s File, Building Supply News Directory, or write Marlite 
Division of Masonite Corporation, Dover, Ohio. 


SWEDISH CHERRY ITALIAN CHERRY 


1. Marlite 


plastic-finished paneling 


ANOTHER QUALITY PRODUCT OF MASONITE* RESEARCH 
SWISS WALNUT AMERICAN WALNUT 





Let your creative desires take over . . . and you'll find a Qualitybilt window 
treatment available to match every inspired idea perfectly! The builder 
of this model home did! 


Hundreds of delightful combinations like this model home kitchen and 
dining room can be created from Qualitybilt’s complete line of over 120 
types and sizes of units! 


ee 





Successful home builders know that the only 
way to sell more homes... profitably .. . is 
with new ideas, like this well-attended Better 
Homes & Gardens IDEA HOME in Mil- 
waukee, Wisconsin. The imaginative use of 
Qualitybilt Kitchens, Windows, and Millwork 
in this model home stimulated the interest of 
home prospects tremendously . . . put them in 
a buying mood. Best of all . . . these builders 
have found that Qualitybilt lets them sell 
Quality without the usual extra price tag. 


Why don’t you plan to capture more home pros- 
pects with Qualitybilt! Your nearby Qualitybilt 
distributor can show you how! 


FARLEY & LOETSCHER MFG. CO. 
DUBUQUE, IOWA 


ENTRANCES / DOORS / FRAMES / SASH / BLINDS / CASEMENTS / SLIDING DOORS 
SCREENS / COMBINATION DOORS / STORM SASH / MOULDINGS / INTERIOR TRIM 
SASH UNITS / LOUVERS / KITCHEN CABINET UNITS / CABINET WORK 
STAIRWORK / DISAPPEARING STAIRS / “FARLITE” LAMINATED PLASTICS. 
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Flintkote salesman 
Paul L. Honeycutt describes... 


The secret 

profit ingredients in 
Flintkote decorative 
ceiling tiles 


How styling and promotion 
are planned for profits 


“Can you plan for profits? Flintkote thinks 
so—and does in two ways for its ceiling tile 

line. First, by developing new tile design ideas 
that stimulate new sales. For example, Flintkote’s 
new Skyline* and Crevatex* acoustical tiles. 
Soon, Flintkote will introduce the new Silverette* 
printed tile. 


“Flintkote’s second profit ingredient is national 
advertising that builds consumer preference for 
Flintkote tiles. When customers come to you, 
Flintkote’s promotion and display material 
‘switches on’ this preference, making selling easier, 
profits higher.”’ 


*Trademark of The Flintkote Company 


Why don’t you get further particulars and 
literature on the Flintkote line of ceiling tiles 
from your Flintkote representative? You’ll 
find him a great guy to work with... and 
he knows his stuff in building materials. 


THE FLINTKOTE COMPANY, 30 ROCKEFELLER PLAZA, NEW YORK ae 20,N.Y. 
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NEW! — 


ANTI-RUST 


Another important contribution from 
DuPont Research! Anti-Rust Paints for 
every surface. DUCO® Anti-Rust Primers 
for damp-proof priming of rusted metal; 
for clean steel, tin and aluminum, for all 
galvanized and copper surfaces! DUCO 
Wrought Iron Black for exterior or in- 
terior use. DUCO Chrome Finish Alumi- 
num Paint. And for a top coat: Du Pont 
Dealers are offering double-duty DUCO 
Gloss Enamel, America’s most versatile 
indoor-outdoor enamel. 


Order these new paints now for fall 
selling. Promote new DUCO Anti-Rust 
Paints in your window and store for new 
profit opportunities. These new Anti-Rust 
Paints are today’s best protection for 
metal, indoors and out. 


Anti-Rust Primer 
FRR Punting CLEAN STEEL + TNs 
546 ZINC CHRrOmaTE YELOW 
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Sell the paint that’s worth the work the beauty lasts 


REG S. par. OFF 


BETTER THINGS FOR BETTER LIVING THROUGH CHEMISTRY 
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———Now= 
QUAKER STATE METALS’ DISTRIBUTORS 


offer the industry's 


most complete line of 


RAIN-CARRYING | 
PRODUCTS 


p> 


Now ... you never need say “no” to a 
customer because you don’t have .. . 
or can’t get... . the rain-carrying prod- 
ucts he wants. 

Your Quaker State distributor has 

them all . . . in the right material, in 
the right size, in the right shape. . . 
and he can get them to you fast! 
If you want details on the complete 
line of QSM rain-carrying products... 
and other metal building products plus 
information on distribution in your 
area... % 


Fill in the coupon and mail today..... 


QUAKER STATE 
METALS COMPANY 


A Division of HOWE SOUND COMPANY 
LANCASTER, PENNA. 


THE MOST COMPLETE LINE OF METAL BUILDING 
PRODUCTS MANUFACTURED AT A SINGLE SOURCE 
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IS THE CAPITAL YOU NEED 
TIED UP IN YOUR TRUCKS? 


NO INVESTMENT...NO UPKEEP 


FASE HERTZ 
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There’s a fast, practical way to “‘find’’ the capital you 
need for expansion, equipment, inventory —and, at 
the same time put your truck operation on a new, 
high level of efficiency. Switch to Hertz Truck Lease 
Service —and put your money to more productive use! 


Hertz will give you cash for your present trucks. You 
get new GMC, Chevrolet or other sturdy trucks of 
your choice —all bearing your comnany identification 
—all custom-engineered to your specifications. Or 
your present trucks can be reconditioned and leased 
back to you. Either way, you’re out of the truck and 
repair business. And you’re back in your business 
full-time with new found capital that’s ready to work. 


Just one budgetable check per week includes these 
Hertz services: complete truck maintenance, wash- 
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ing, garaging, licensing, insurance, and emergency 
road service. Hertz will also provide needed replace- 
ment trucks for emergencies—and extra trucks for 
peak periods. 


Hertz gives you more—much more! You benefit from 
the experience of the oldest, most respected name in 
truck leasing. You benefit too, from the convenience 
and efficiency of the fully-staffed and fully-equipped 
Hertz local truck stations throughout the U. S. and 
Canada. Call your local Hertz Truck Lease office for 
details. Or write for booklet — 

*‘How To Get Out Of The Truck 

Business” —to: Hertz TRUCK 444 ip4 
LEASE, 660 Madison Avenue, le ats C4 
New York 21, N.Y. Dept. T815 


HERTZ ALSO RENTS 


TRUCKS BY THE HOUR, 


DAY OR WEEK 
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; Electronic device, developed at Three Sisters Plywood 
' mixes glues automatically, insuring consistently high 
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Bill. Gwinn, Don Michaelson and Eltor 
Disher keep watchful eye on quality cor 
trols at Three Sisters. 











Spray painting edges seals, protects.and 


— \” 
Wahi 


and benefit from 
dependable quality 


identifies Three Sisters plywood 


When you call Vanply for all your plywood needs, you are 
assured of dependable quality and service. You have more 
time for selling because you spend less time making adjust- 
ments. You develop more satisfied customers and you make 
more money. 

Selling trouble-free Vanply is easier, too. One call fills all 
your requirements. Buy Vanply. 


=) athiv ‘a Pp wood @ EXTERIOR + INTERIOR + MARINE 
uy Mt . SHEATHING +» HARDWOODS AND SPECIALTIES 


QERED VANCOUVER 
E a PLYwooD co. 


P. 0. BOX 720 + VANCOUVER, WASHINGTON + Phone OXford 3-2514 + TWX VAN-648 
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Let your community see the newest forest products during 
this special week. Here's a step-by-step plan for increased 
sales, lots of fun for both employes and customers. 


Two short months from now the first na- 
tional Forest Products Week will be observed 
across the land. Sponsored by Hoo-Hoo In- 
ternational and endorsed by hundreds of as- 
sociations and producers, the event October 
16-22 will focus attention on the important 
role wood products play in both the U. S. and 
Canada. 

The public will be hearing about this event 
by radio, television and in national magazines. 
Participants range from the National Lumber 
Manufacturers Association to state forestry 

, departments. Coordinating all these activities 
many areas will be the 120 Hoo-Hoo clubs, 
kslown to most retailers. 


“™%There are several reasons why this publica- 


idn urges support for Forest Product Week, 
“and specifically a “Fair” to capitalize on this 
event. 

First, mid-October is a logical time to plan 
a special event as a stimulant to offset the be- 
ginning of a normally slow period. The 
weather is crisp, crops are in, the suburbanite 
has cut his last grass for the year. 

Next, a “Fair” will give the play to an ex- 
tremely broad line of merchandise presently 
stocked in your warehouse. When grouped 
together both you and the public will be sur- 
prised at the scope and variety now offered 
by forest products. 


Contents of 
this Special Section 


How to plan 

Bringing in Crowds 

Demonstrating Products ......... 
Cashing in on Prospects 





* Ee 





Also, this event will be ideal for demon 
strating the new building techniques possible 
with wood. Many dealers will want to show 
house components—panels, trusses being made 
in their shops. Rural retailers can promote pole 
barns and their packaged buildings. 

Finally, the retailer stands to gain financial- 
ly by this promotion. Being the last link with 
the consumer, he benefits by increased na- 
tional advertising for wood now running into 
the millions each year. 

What has been lacking is a dramatic, cohe- 
sive event to reach hundreds of customers and 
prospects in a convenient manner. Not conver- 
sation, not static displays, but action demon- 
strations tied to a Forest Products Fair with a 
carnival atmosphere, seems to fill the bill. 

In the pages which follow you'll find a basic 
plan for this event. Each dealer will modify the 
outline to fit his community and class of trade. 
For example, parades, visits to mills and other 
activities could logically supplement a “Fair” in 
many areas. The degree of cooperation between 
dealers will, again, vary with local conditions 

Open Houses are growing in popularity as 
a simple device to thank old customers and to 
make new friends. In a sense a “Forest Prod- 
ucts Fair” merely gives these events a reason 
why or theme with merchandising appeal. 





The most vital discussions for a special 
event of any kind are informal. Once ex- 
plained, the degree of enthusiasm throughout 
a whole organization is a fairly faithful pre- 
view of eventual success or failure. 

For an event of this kind needs teamwork 
and long hours, make no mistake. Each man 
must take responsibility and carry out his as- 
signment to the letter. 

So the first step is a briefing of all con- 
cerned. Go over the idea carefully stressing 
that this is not a packaged or spoon-fed 
proposition. Each yard must pretty much carry 
the ball injecting its own personality, picking 
and choosing the products to feature made 
from wood. It places a premium on initiative. 

If the immediate reaction is favorable, you 
then move to specifics. A Forest Products 
Fair combines only two elements—products 
and various special events, such as contests and 
drawings. Both are discussed in detail in the 
pages which follow. 

The planning meeting should immediately 
tackle both these items. On products, be tough. 
They should be interesting to the public and a 
demonstration or attractive display must be 
possible. Each item should carry a good profit 
return. 

Select products you know are supported by 
aggressive territory representatives or jobbers 
with good salesmen. You're going to need all 
the help you can get to man displays in the yard. 

Many dealers will want to show forest prod- 
ucts as part of a sales package—paneling, for 
example, in a demonstration family room setup. 
Displays of this sort have longer life and can be 
used at home shows or in the showroom itself. 

If you have a house component or package 
program for the farm trade, make an early 
start discussing how these services can be put 
over to the public. Keep in mind costs, time 
available and safety precautions. 

This promotion can also be tied in with a 
program to move new homes—ultimate pack- 
age for forest products—before the winter 
months. 

Out of this meeting should come both an 
assignment sheet and definite timing for execu- 
tion of each item. Repeat meetings are sug- 
gested each week to review the status of pend- 
ing arrangements. 
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TIME SCHEDULE FOR 


YOUR 


Forest Products Fair 





SEPTEMBER 1— 


SEPTEMBER 15— 


OCTOBER 


OCTOBER 


Have your first planning session with key per- 
sonnel. Decide on products to be featured, out- 
side oe to be requested . . . salesmen, 
local mills, civic support, etc. Place orders with 
suppliers for literature, samples, etc. 


Second planning meeting to finalize plans. Make 
store or warehouse layout indicating pcsition of 
all displays. Rough copy for local advertising, 
signs, etc. Determine budget for prizes, etc., 
in plan. 


Begin setting up displays in store or warehouse, 
a few each day, if convenient. In store consider 
main aisle or window area for demonstrations. 
Prepare assignment sheet, hours schedule for 
— Copy for signs, ads, should now be 
in work. 


The week starts on a Sunday. We expect some 

dealers might use this day for a contractor pre- 

view, beginning the event on Monday, October 

a — October 22, will obviously get the 
ig play. 





OCTOBER 30— 





Pec 
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Page 57 points up the value of Sptew-thenem 
on all leads at the conclusion of this s al 
event. Contests, drawings, etc., will provide a 
live list worth investigating promptly. 





In connection with NATIONAL FOREST PRODUCTS WEEK— 


MEDFORD CORP. Salutes 
The Retail Lumber Dealer! 


You, the Retailer, are the backbone of our business and the man we believe will make 
National Forest Products Week a success. 
It is you, the Retailer, who has contact with the consumer, the contractor, the car- 
penter, the architect—who can point out to these primary factors in the huge building 
market the merits of lumber and endeavor to influence them to specify and use more 


lumber. 


And we pledge you, Mr. Retailer, that MEDCO will do its part in backing you up 
with the finest lumber products we know how to produce. Mail the coupon below for 
name of the MEDCO representative in your area! 


i DOUGLAS FIR (Old 

* Growth) KD Industrial 
Clears 4/4, 5/4, 6/4, 8/4, 10/4, 
12/4, 16/4, Rough or Surfaced. 


MEDCO PRODUCT LIST 


2. DOUGLAS FIR (Old 

Growth) KD Yard 

Stock uppers, Flooring, Siding, 
Ceiling, Finish. 


wr 


3 DOUGLAS FIR (Old 

* Growth) Commons. Di- 

mensions, Boards and Shiplap, 

Plank and small _ Timbers, 

Rough or Surfaced — lengths 

to 24 on Dimension, Plank 
and small Timbers. 





4 DOUGLAS FIR (Old 
" Growth) Large Tim- 
bers up to 16” x 16” x 32’. 


SUGAR PINE Fine tex- 

" tured KD pattern Lum- 

ber 4/4 through 16/4, Selects, 

Shop and Commons, Rough or 
Surfaced. 


6 PONDEROSA PINE KD 

" Industrial Selects and 

Shop 4/4 through 8/4 Rough 
or Surfaced. 





7 PONDEROSA PINE KD 

* Selects and Finish 4/4 

through 8/4 Rough and $2S 
and 4/4 S4S. 


8. PONDEROSA PINE 
High quolity KD 4/4 
Finish, 4/4 and 11/16 Knotty 
Pine Paneling, Shelving, 
Boards and Shiplap. 


ap KD PINE Moulding 
*" DOUGLAS FIR Mould- 
ings, and KD PINE Lath 





MEDCO'S wide range of 
products will meet all of 
your lumber needs. You 
can depend on MEDCO for 
quality and = satisfaction. 
Why not make up a trial 
order today? 





10 WHITE FIR, KD Finish, 
" Pattern, 2” VECM, 
Boards, Shiplap and Dimen- 





1i INCENSE CEDAR KD 

" Finish, Paneling 
Boards, Shiplap, and ‘'Pecky" 
Boards. 


ADVERTISING DEPT., MEDFORD CORPORATION 


Medford, Oregon 


] Please send us the name of o 


Name 
Firm. 
Address____ 


8. MERE R ie nee = 


earest MEDCO representative 


Circle No. 70 on Handy Cover Card 
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A) _ 
‘Draws crowds, have fun at an easily staged 


“He wears a hard hat, uses a pow- 
er saw, rarely wears a plaid shirt. The 
traditional idea of Paul Bunyan, the 
logger, needs a fresh approach.” 

This quote from an official of the 
National Lumber Manufacturers As- 
sociation has largely guided our ef- 
forts. Our symbol is up-to-date, we 
talk product demonstrations, de- 
scribed on the next pages, to illustrate 
what’s new and different from the 
forests. 

A marketing phenomenon on your 
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side is that people do turn out for 
open houses in this industry. There’s 
a curiosity about lumber and building 
materials that seems hard to satisfy. 
One of the most common observa- 
tions, especially from women, is that 
the public likes to look at and smell 
the varieties of wood available. 

It surely is true that there is revival 
of interest in paneling, exposed beam 
ceilings, wood flooring and many 
lumber specialties. Satisfying this 
seeming hunger for forest products, 
translating it into sales, is the basic 
reason for having a Forest Fair. 

Now let’s add the magic element 
of showmanship and_ excitement. 
Demonstrations form the hard core 
for this plan, but we need a promo- 
tional pattern to bring people into the 
yard. 

First, we can begin by quickly re- 
veiwing the crowd stimulants, which 
added to demonstrations, will insure 
success. 

Merchandise specials: Real bar- 
gains illustrated, described and prom- 
inently priced belong in this promo- 
tion. They should be items made 


from wood. Because this is a promo- 
tion for the general public avoid 
2x4’s and other standards. Advertise 
new specialties with reasonable profit 
margin even when sale ticketed. 
Wherever possible convert specials 
into package or related sales, fi- 
nanced and installed. 

Specials today are often couponed 
and some must be filled out with the 
customer’s name and address. This 
technique controls sales but, more 
important, builds a dealer’s direct mail 
list. 

Prizes. Experience indicates there 
are three approaches to prizes or 
gifts for a special event. Many deal- 
ers combine all three for a rounded 
program. First, the “free gift for 
every visitor” must be both simple 
and cheap. It may range from free 
refreshments to token gifts of yard- 
sticks. On this promotion it should be 
wood in one of its many forms. 

A variety of medium-priced gifts in 
the $5 to $20-$25 range are popular 
with many dealers. A wide range of 
forest products will fit this price 
bracket with strong appeal for the 
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Display Kit 


WINDOW BANNER—20” 
x 40” in yellow and black 
is part of a special display 
kit produced by the Cana- 
dian Wood Development 
Council, 27 Goulbourn 
Ave., Ottawa, Canada. 


ENTIRE KIT includes one banner, four 6” x 20” truck strips and six 4” x 14” 
car strips, shown here above. Price for the kit is $2.50, postpaid. U. S. orders 
accepted. Pay in advance by check, draft or money order. 


FOREST PRODUCTS 


consumer. They can be door prizes 
awarded at the end of the promotion. 
They can be “on-the-hour” drawings 
on a busy Saturday. 

Several or at least one top prize 
should be part of this promotion. It 
could be paneling for a typical room, 
insulation for an attic, a small garage 
or lakeside cabin material package. 

Special Events. Forest Products 
Week has actually been tried in many 
west coast mill communities with 
complete success. 

Here the special events have been 
influenced somewhat by being directly 
tied to lumber producing. They have 
used— 

* Log sawing contests 

chopping contests 

lumberjill beauty contest 

school essay contest 

beard growing contests 

Some of these ideas would work 
quite well in many yards with modi- 
fications for local conditions. The 
beard contest is a sure-fire attraction. 
We'd suggest first photographing each 
employe shaven with his name and 
asking the question, “who will grow 
the longest beard by October 16?” 
Publicity should be excellent and a 
follow-up ad could show the bearded 


crew with an announcement of the 
winner. 

Fast-moving changes in building 
material retailing, however, suggest 
several new special events, which put 
over the new services offered by deal- 
ers. Here are a few examples: 

Component housing: Roughing in a 
house in a day or fully completing a 
house during Forest Products Week 
could impress the public, result in lo- 
cal publicity. Best location should be 
at or near the yard itself. Where a 
house is completed on the spot why 
not a contest to guess the time re- 
quired for erection? 

Remodeling. Often yards are very 
near older homes which could be 
modernized to demonstrate the pos- 
sibilities of skilled remodeling. Tours 
should be arranged through the house, 
leads secured for future business. Be 
hardboiled about costs, keep the total 
in line with the typical family income 
in your area. 

Farm buildings. Erecting a pole or 
other farm building at the yard will 
stimulate both crowds and sales of 
wood products. We’d suggest going a 
step further and partially filling or 
stocking the structure with animals to 
illustrate the functional values of the 
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ADVERTISING can combine show ex- 
citement, specials on forest products. 
Your local newspaper has similar 
headings to the one shown which can 
be modified for your use. Product il- 
lustrations are from our ADservice 
mats. 











FAIR 


building. Again, good for local pub- 
licity. 

Tours of recently completed new 
homes to aid contractors edging into 
the winter season should be consid- 
ered. Let a prominent women’s group 
act as sponsor, pay a small per head 
fee to their favorite charity. 

Resort cabins. Several different re- 
sort cabins are suggested for the yard 
where the market justifies this promo- 
tion. Slant for the fall hunting sea- 
son, winter sports. 

Other packages. Garages, carports, 
room addition packages, etc., all lend 
themselves to dramatic display in the 
yard. 

Speeches, radio, television. The 
West Coast Lumbermen’s Association, 
1410 S.W. Morrison St., Portland 5, 
Ore., has prepared a free Forest 
Products Week kit for dealers. This 
includes spot radio announcements, a 
question and answer interview for 
television, a 15 minute speech for 
service clubs, schools and Chamber of 
Commerce, a suggested editorial for 
your local newspaper, news releases 
and a proclamation for your mayor 
to issue. Illustrated TV features will 
also be available as long as the sup- 
ply lasts. 
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DFPA promotion brings you new customers 


Stock and sell only DFPA trademarked plywood. This year over $6 million will be invested in your behalf by 
the manufacturers of DFPA trademarked plywood to keep your sales on the upswing. This is big money and it 
does a big job. First, it creates new customers and new markets with a well rounded promotion program— 
including national advertising . . . publicity . . . field promotion . . . research . . . work with FHA and building 
codes... dealer sales aids. Second, it pays for an effective and meaningful quality control program that assures 
you of consistently dependable quality plywood. It takes both to do the job, and the results speak for them- 
selves. In the past five years fir plywood sales by dealers have more than doubled. This year they will be bigger 
than ever. That’s why it is good business to specify only DFPA trademarked plywood. For only DFPA ply- 
wood supports you with proven promotion and quality that have —and will continue—to pace your sales. 








SVRSLET APactuE 


DFPA quality keeps them coming back 


ARE YOU USING THIS STAMP ON AiL YOUR PLYWOOD ORDERS? 


If not, send for your free stamp today. 


It’s the best way to make sure you are getting good plywood, manufactured 
by one of the more than 130 reliable mills who think enough of your 
business to give you quality plywood . . . and back it with promotion and 
research needed to help you sell it properly and profitably. Your support 
is vital if these multi-million dollar programs are to continue in your behalf. 


DOUGLAS FIR PLYWOOD ASSOCIATION, TACOMA 2, WASHINGTON 


Ur ee RE ee 





All softwood plywood on this order 
must bear DFPA GRADE TRADEMARKS 
legibly applied to each panel. 
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Highlight Profitable Merchandising with 


PRODUCT DEMONSTRATION 





CEILING TILE is usually a forest product with sales appeal and a fair profit margin. Saginaw 
Lumber Co., Saginaw, Mich., is also set for the crowds with clearly priced merchandise, a 
sound box to demonstrate acoustical tile and an area for showing stapling. 


Nefinest 
PRODUCTS =“ 


WEEKoctoser 


Let others wax poetic in the best 
traditions of Joyce Kilmer—Have fun 
with contests ranging from beards to 
log chopping . . . then get on with 
product demonstrations. 

Showing merchandise with a fair 
or carnival atmosphere has it all over 
regular day-to-day selling. It’s infor- 
mal, there’s a feeling of excitement 
and you’ve concentrated your efforts 
on only one line—forest products. 

Grouping all wood items together 
can be a revealing proposition for both 
yard employes and the public. Straight 
lumber may be somewhat less import- 
ant to the dealer but products made 
from wood have increased, thanks 
to continued research. 

Manpower can be a problem, es- 
pecially when a maximum number of 
demonstrations are desired. Locally a 
dealer may wish to hire teachers from 
local high schools, mechanics from 
the skilled trades, or even advanced 
do-it-yourselfer customers. We've 
checked enough to know that most 
factory representatives and whole- 
saler salesmen will be most happy to 
assist on the busiest days, especially 


Saturdays. 

Aside from providing added man- 
power your jobber and manufacturer 
representatives should be able to sug- 
gest many different ways to stage 
demonstrations for their products. 
They should be tapped for literature 
and especially give-away samples for 
the public. Based on previous experi- 
ence they often will provide or per- 
haps offer special prices on goods to 
be given away as prizes. 

Demonstrations have a further val- 
ue. While forest products should be 
spot lighted, this how-to-use technique 
brings into the picture nails, hardware, 
tools, paints and other merchandise 
related to the basic item. 

Both stores and warehouses could 
be used for demonstrating products. 
Most dealers find it easier to set up 
in the warehouse but several “come 
on” demonstrations are urged for the 
store itself. 

You may have to have some signs 
made locally. A sign package is de- 
scribed on page 47. You are welcome 
to copy our contemporary logger sym- 
bol. 
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VARIETY ADDS SALES APPEAL 








PANELING lends itself to demonstrations with nailing, clips and ad- 
hesives for application. In addition, a static display of all woods— 
both plywood and solid, is recommended. 


WINDOWS should receive top attention at the fair. 
A special display like the one at Hines Lumber Co., 
Chicago, might be considered. Stress features—pre- 
servative treatments, easy cleaning, improved styling. 


COMPONENTS being made in your show will interest 
the public. Tie in with new homes you have supplied 
up for sale. Really sign and merchandise this ultimate 
wood package. 


TRUSSES make a good shop demonstration, are espe- 
cially dramatic when you can show them being in- 
stalled. Again, use signs to talk consumer benefits— 
cost, strength, speedy erection, flexibility for room 
arrangements. 


WOOD FLOORING is possible in most types of homes. 
Your demonstration might show oak flooring over con- 
crete slab, above, or some of the new pre-finished prod- 
ucts recommended for remodeling. 


f . 
/ BUILDINGS 


WARFIELDS 


~—— ¢ 
FARM BUILDINGS can be demonstrated with simple 
scale models as Warfield Lumber Co. does at Mon- 
mouth, Ill. Also recommended would be yard fabrica- 
tion during the fair, a line up of completed structures 
on display. 


LAMINATED BEAMS may be difficult to demonstrate 
unless you have a new store using actual beams. At 
least use photos and literature to show you sell 
these items with their many applications in schools, 
farm buildings and quality residential. No other for- 
est product is writing such a sales success story. 


Sl 





SELLING MORE PRODUCTS 
with ACTION DEMONSTRATIONS 


READY TO SHOW model homes are perfect ‘‘spec- MODEL HOMES can be merchandised with displays, literature de- 
taculars” for creative use of forest products. They scribing forest products. Use of cut-aways, partially finished 
can be mentioned in the showroom, featured in areas are recommended to show construction quality. Signs should 
advertising. Reducing winter ‘“‘carry-over’’ will mention fair in yard proper. 

build contractor goodwill. 





RACKED LUMBER demonstrates the wide variety of mer- 
chandise available. The above installation is at Heching- 
er's at Rockville, Md. 


OPEN AIR self-service forest products (right above) are 
ideal for a fair, sells lots of merchandise. All items here 
on pallets for removal to the warehouse in bad weather. 


ORDER BOARDS for wood merchandise should be up- 
dated before this special event. Well designed boards 
offer consumers an education on products available. 








a great name 
in lumber 


TIMBERS 
DIMENSION 
SPECIALTY PRODUCTS 


"ih =o <i 
fe Gy, ~ 
symbol 
of quality 
since 1906 


GENERAL OFFICES @ LEWISTON, IDAHO 





SALES FACILITIES EXPAND 
to match PFI’s 
MANUFACTURING 
KNOW-HOW 


LONG A SYMBOL OF QUALITY PRODUCTS , 
ON-THE-SPOT SALES SERVICE GIVES 
PROMPT ANSWERS TO SALES PROBLEMS 


You get faster, more convenient service from Potlatch’s 


growing sales organization — now strategically located 
coast to coast. Call on any one of our offices below for 
immediate availabilities in a complete line of Kiln-dried 
Dimension, Timbers, Plywood, Specialty Products, and 
other Lumber items. Mixed carload lots in seven spe- 
cies is a fact, not a promise through PFI . . . Every 
dealer has the depth in selection needed to compete 


in today’s construction market. 


KANSAS CITY, MO. 


Sales Manager: A. R. Quigley 
Phone: HArrison 1-4040 
TWX: KC 695 


PITTSBURGH, PA. 


Sales Manager: R. D. Favaro 
Phone: ATlantic 1-2652 
TWX: PG 441 


CHICAGO, ILL. 


Sales Manager: Jerry Church 
Phone: ANdover 3-2558 
TWX: CG 1421 


ELIZABETH, N.]. 


Sales Manager: A. O. Marshall 
Phone: FLanders 1-1010 
720 Dowd Avenue 
DEER PARK, WASH. Pictured are the mills of Potlatch Forests, Inc., 


Sales Manager: M. M. Yingst backed by more than 875,000 acres of timber- 


Phone: BRoadway 6-2921 land managed on a sustained yield basis. 
TWX: Dr Pk 36 
LEWISTON, IDAHO Clearwater Unit, Lewiston, Idaho. 


Sales Manager: Richard P. Peyran Rutledge Unit, Coeur d’Alene, Idaho. 
Phone: SHerwood 3-4561 3 Twin Feathers Unit, Kamiah, Idaho. 
TWX: LE 92 
Potlatch Unit, Potlatch, Idaho. 
WARREN, ARK. 
Deer Park Unit, Deer Park, Washington. 


Sales Manager: F. W. Girdner 
Phone: 1540 6& 7 Bradley-Southern Division, Warren, Ark. 


TWX: WRN ARK 88 





Potlatch 


delivers 4 positive 
profit points 


PFI can positively deliver all 4 of these profitable 
factors that allow you to compete in today’s busi- 
ness. TAKE ADVANTAGE OF THE PFI SYMBOL OF 
QUALITY— Order kiln-dried Dimension, Laminated 
Timbers, Plywood, Lumber, and Specialties where 
you know you can depend on delivery. 


' MIXED CARLOADS 
You get unlimited variety in Special Mixed Car- 
load orders—scientific management of one of the 
finest stands of timber in America assures con- 
tinuous manufacture and delivery. You can depend 
on PFI to fill your orders promptly. 


| SEVEN SPECIES 
Select your lumber from any or all of these de- 
sirable species: Genuine Idaho White Pine, White 
Fir, Douglas Fir, Inland Red Cedar, Spruce, 
Larch, Ponderosa Pine. Available in customary 
sizes and many specialties. 


100% KILN-DRIED 


Among America’s large lumber producers, only 
PFI kiln-dries every single board before finishing. 
You automatically know your customers receive 
the many benefits of kiln-dry when your lumber 
carries the “PFI—Symbol of Quality” end stamp. 


GENUINE Idaho White Pine 
More and more builders are rediscovering the fine 
finishing qualities of Genuine Idaho White Pine. 
Only the finest quality IWP is harvested at PFI, 
because selection is made from the world’s largest 


better stand of this species. 


because 


“Potlatch 


POTLATCH FORESTS. INC.) MEME for CS... 


GENERAL OFFICES © LEWISTON, IDAHO oles a since 1906 





Nationally accepted, 
quality controlled 


— products 


LOCKWALL 


Lockwall represents a new concept in paneling with factory- 
attached furring strips that project and interlock one panel to an- 
other ... aids in speeding installation and permit hidden nailing. 
Available in knotty or clear Cedar and White Pine, plus Larch. 


LOCKDECK 


Tongue and groove roof decking with an attractive decorative ap- 
pearance on the exposed face. All the high quality advantages of a 
laminated wood product. Plain or end—matched to provide for 
reduced installation time. Available in Cedar or Idaho White Pine 
facings. Others on request. 


PANELING 


Potlatch selected seasoned lumber paneling is easy to maintain and 
economical to apply. A wide variety of species makes color match- 
ing no problem, blending well with both floors and furniture. 


EDGE-AND-END GLUED 


LUMBER 
Order lengths and widths specified for the job when using this 
unique building material. Made with near invisible glue joints 
bonded stronger than the wood itself, Potlatch E & E lumber comes 
in a variety of species. 


PATTY-O-PANEL 


Packaged fencing in popular basket weave. Easy to install because 
all pre-cut parts are ready for fast assembly with simple tools. 


PLYwooD 


Potlatch precision engineered plywood is economical and conveni- 
ently available in size and thickness variety. Select from clear or 
knotty Cedar, knotty Idaho White Pine, Ponderosa Pine and 
Larch. 


LAMINATED BEAMS 


Potlatch features a selection of beams that are produced for stiff- 
ness, strength, durability and appearance. Available in 14 

through 20 ft. lengths, and in sizes from 4x4 to 6x16. 

Horizontal laminations are of 

nominal 2-inch lumber. 


symbol 
of quality 
since 1906 


“POTLATCH FORESTS. INC. 


Write General Sales Office, Lewiston, Idaho, for further information 





The Post That's 
FARM-TESTED 


“a 
Since 1915 over 60 million 


of these straight, strong, 
durable LONG-BELL posts 
have been installed on the 
farms and ranches of 
America. 

Pressure-treated with 
100% creosote or with 5% 
Penta solution they guaran- 
tee years and years of trou- 
ble-free fenceline service. 

Stock the famous L-B post 
for real customer satisfac- 
tion. 


manufactured only by 


Wood Preserving 
Division 


International Paper Company 
Kansas City, Mo. & DeRidder, La. 
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One Man Can Do The Work of Four 





| 





TRUCKS 


Sey / an 
Sy UN \ WA 


© Exclusive, patented TWIN- metal construction — no sharp 
TILT lever permits finger-tip corners, no rivets or bolts to 
loading up to 1200 pounds. work loose. 

© SWINGARD sofety attachment ¢ Aluminum alloy ball-bearing 
eliminates danger to workmen, wheels with molded rubber 
damage to loads. tires. 

* Heavy, tubular steel frame, TODAY . . . write, wire or 
comfortable handle grips. telephone for complete details 

* Streamlined, full-welded, all- and prices. 


® P. O. BOX |, ST. BERNARD 
CINCINNATI 17, OHIO 
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MR. LUMBER 
DEALER! 


Increase your profits during 
NATIONAL FOREST PRODUCTS WEEK 
October 16-22 


Just ask your National-American Wholesaler 
“the man behind the seal’’ for ideas and help 
—to make National Forest Products Week 


pay off for you. 


Are you planning product demonstrations? 
© Roof Trusses © Components ® Wood Floors @ 
® Paneling © Pole Construction © Woodworking @ 
® Contractors’ Night @ Do-It-Yourself © 


Your Forest Products Wholesaler knows spe- 
cies and applications, enabling him to talk 


interestingly to individuals or groups. 


Contact your ‘‘man behind the seal’ (Mem- 
bership Directory furnished on request from 
New York office). He is anxious to participate 
with you to help make Forest Products Week 


a big success. 


NATIONAL-AMERICAN WHOLESALE 
LUMBER ASSOCIATION 


3 East 44th St. Yeon Bidg. McMillan Bank Bidg. 
New York 17, N. Y. Portiand 4, Ore. Livingston, Ala. 
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Crowds, contests, face-to-face selling produces live leads worth their weight in gold. 
Prompt, intelligent follow-through after the fair is both courteous and good business. 


A plan to service leads should actually be made before running off this promotion. 
Employes should know you mean business and that they will have definite responsibil- 
ities. This event costs money which must be paid for by increased sales. 


Especially to be avoided are casual, brush-off contacts with prospects. Solid sales of- 
ten require wet nursing and call-backs. Recent NAHB research shows that 59.3% of 
1959 home buyers were in the market six months or more. A similar figure also seems 
to hold for big-ticket remodeling and farm sales. 


DIRECT MAIL 


You have been a host at the fair. People have come many miles in response to your invita- 
tion. A letter is suggested to all visitors thanking them for dropping in. It can be brief and 
possibly personally signed by the employe assigned to this prospect. If literature is enclosed, 
it should be keyed to expressed interest at the fair—be it a building project or a certain prod- 
uct. Avoid “canned” mailings, largely a waste of money. 


TELEPHONE 


Phone calls can be your most useful tool in qualifying prospects, arranging appointments 
and doing a preliminary selling job. Before an event of this type, it’s sensible to brush up on 
telephone selling technique. Your local utility will be more than pleased to provide booklets or 
a short training course. 


HOUSE CALLS 


Stings visits to the prospect’s home is the true pay-off for this special promotion. Good 
reparation—bringing the right sales tools, being ready to talk about the potential customer's 
“A-Project” makes all the difference in the world. 
The term “A-Project” has been coined by NRLDA for the dealer-sponsored national ad- 
ieee campaign this fall on remodeling. As Phil Creden, the chairman of the merchandising 
ittee, puts it “every family has a priority system on home improvement. The one at the 
ogo the list is “A-Project.” 
Every salesman should be ready to service the prospect with sketches, the latest materials, 
tibor, a package price and convenient financing. 
d 
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MIXED 
CARS 


OF FIR LUMBER 


Now order just what you need for 

shipment in one car: Kiln-Dried Uppers: 

Unseasoned and/or Kiln-Dried 

Dimension; timbers; boards; studs. 

Georgia-Pacific can fill your order swiftly. 

This service is as close as your phone: 

Simply call G-P at Portland, Oregon — 

ye CApital 2-5561. Or, for further 
x} 

ne 
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information, write Georgia-Pacific, 
Department ALBP860, 
Equitable Building, Portland 4, Oregon. 





GEORGIA-PACIFIC 


Plywood « Lumber * Redwood ¢ Hardboard * Pulp * Paper * Chemicals 


August 15, 1960, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER Circle No. 76 on Handy Cover Card 





HOMES IN LAKEVIEW ADDITION are built by Cullen's own 
crew and four other cooperative builders. With few excep- 
tions, Cullen furnishes all the materials. 


Dealer Offers Land, Money, Building 


President Harry P. Cullen, Oklahoma City, 
feels dealers should be active in all three 


areas. He is and finds it's a profitable way 
to control the sale. 


OKLAHOMA City, OKLA. 

“It’s pretty hard for a lumber deal- 
er to survive if he doesn’t sell land, 
offer financing or build houses. I 
think we should do all three.” 

That’s Harry P. Cullen, president 
of Cullen Lumber Co., Oklahoma City, 
speaking. With his son, Harold, the 
Cullens are either developing or hold- 
ing land in half a dozen developments. 

They believe in diversification. They 
not only develop raw land themselves, 
but they are in land development with 
a group of Oklahoma City dealers 
(Lumber Developers, Inc.) and are 
also developing a tract jointly with 
a lineyard organization—Long-Bell, 
which is in land development in a big 
way itself. 

On this joint development of 116 
acres, Long-Bell and Cullen are split- 
ting the development costs—an esti- 
mated $150,000. Cullen had owned 
this property for four years. Each 
firm chose five lots at a clip to ensure 
a fair division of the property. Five 
of Cullen’s builder customers are now 
working the project; Long-Bell hasn’t 
started their share yet. 

In some cases, Cullen builds with its 
own crew and other times it works 
with its builder customers. Like most 
dealers, Cullen was hesitant to use his 
own mechanics at first, but he found 
no serious resentment from his con- 
tractors. 

“We intend to build 100 houses or 


60 


better each year, but we want to have 
plenty of lots for our customers,” said 
vice-president Harold Cullen. “We be- 
lieve that the more price categories we 
get in, the more houses we'll sell.” 

Cullen is building on land that costs 
$30 to $50 per front foot. The houses 
range from $11,500 to more than 
$30,000. 

The Oklahoma City firm maintains 
close control over its builder custom- 
ers who build on their property. Cul- 
len does not finance builders; he be- 
lieves that a builder should have some 
of his own money in every develop- 
ment to the extent of several thousand 
dollars, 


“We want them to lose some of 
their money before we lose ours,” he 
smiles. 

Builders unknown to Cullen must 
sign a contract which ties them to 
Cullen for their materials; if a builder 
is caught buying materials elsewhere 
that Cullen could supply, he must pay 
a 25% surcharge for those materials. 
Cullen can furnish nearly every item 
that goes into a home with the excep- 
tion of concrete, plumbing, wiring, 
heating and brick. 

The Cullens point up the importance 
of Dealer Sales Control (DSC) by say- 
ing that their margin on controlled 
sales will run 30%-35% while on real 
competitive non-controlled sales _ it 
may run as low as 15%. 

he Cullen firm operates under 
three names: Cullen Lumber Co., the 
materials supplier to contractors and 
Cullen’s own jobs; Modern Building 
Co., the construction firm and Cullen 


BILLBOARD AND ON-SITE SIGNS help promote the Cullen name and those of their 


builder customers. 


August 15, 1960, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





Investment Co., which also builds but 
serves as an investment trust as well. 


In all, Cullen has about 250 lots 
ready to build on and at least that 
number in raw land or under devel- 
opment. Sales promotion of the houses 
is done through realtors. Newspaper 
advertising is the main media, but a 
limited number of billboards are used, 
too. 


Harold Cullen believes that dealers 
with limited financing might well con- 
sider developing land cooperatively. In 
fact several developments in several 
price ranges would be preferable. 
Cullen believes that a number of deal- 
ers in the same development make for 
good competition. 

Retaining a first-class engineer is a 
must, Cullen emphasizes. And _politi- 
cians who are friendly to your de- 
velopment plans can be helpful in 
ironing out problems, it has been 
found. The Cullens have also found 
that an isolated lot is hard to sell un- 
less there is a specific prospect. They 
have sometimes sold developed land 
to other builders and also build on 
their own lots. They use their own 
rough-in crew, who work for so much 
per foot; in addition, two trim men 
and two painters are kept busy; every- 
thing else is subbed out. 

Although the Cullens agree that the 
profits in land can be considerable 
(doubling their money in some cases), 
it has taken from four to nine years 
to realize fully on their investment 
sometimes. Consequently, they point 
out, dealers going into land should 
think seriously about the length of 
time their money may be tied up. 

Component fabrication is Cullen’s 
next step in DSC. Until recently, they 
have built on-site trusses, but builder 
demand has led them to a warehouse 
shop setup in their yard. They plan 
to use a nail-on plate for trusses, later 
going to wall panels and other com- 
ponents. 

The Cullens will start building com- 
ponents experimentally for their own 
houses and later sell builder custom- 
ers who have nudged them into the 
component business. 


Land Development Costs 


Many factors will influence land 
development costs, but the costs listed 
below for a 30-acre tract of 122 lots 
is just about typical for the Cullen 
Lumber Co. 
$ 2,776.25 

5,734.00 
15,538.00 
22,352.00 

3,176.00 

6,146.00 

60,000.00 
$115,722.25 


Pipe line (oil) removal 
Miscellaneous 
Paving (estimated) .. 
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The Pacific Lumber Company 
proudly presents 


PALCOTE 

A ANA a A 
MILL-PRIMED REDWOOD 

Another significant advance in our 


more than 90 years of quality lum- 
ber manufacture. 


PALCOTE 
MILL-PRIMED REDWOOD 


Our famous Architectural Quality 
kiln-dried VG siding and pattern. 


PALCOTE 
MILL-PRIMED REDWOOD 


Now factory-coated with high grade 
exterior primer plus water-repellent 
back primer. Wrapped in plasticized 
paper for maximum protection. 


Pat ric 


MILL - PRIMED REDWOOD 


Everybody wins! Extra profit for 
dealers; saves builders time and up 
to 40% in on-site finishing costs. 


Get Details Today From 


PALC® 


THE PACIFIC LUMBER COMPANY 


Mills at Scotia, Eureka, and Elk, California 


100 Bush St., San Francisco 4, Calif. 
35 E. Wacker Dr., Chicago 1, Ill. 
2185 Huntington Dr., San Marino 9, Calif. @ 


PALCO RESEARCH 


MEMBER OF CALIFORNIA REDWOOD ASSOCIATION l\ 
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NOW ONE MIRACLE PAINT 
DOES A WHOLE HOUSE 


Sell one perfect paint for 


NEW ACME 


16 WAYS BETTER 


Longer Life—Tests for years around 
the world prove its superiority. 

New Toughness and Flexibility —With- 
stands punishment that breaks down 
ordinary paints. 

Blister Resistance—Breather-type 
paint permits water vapor to escape 
without breaking paint film. 

Fume and Mildew Resistance—With- 
stands fumes and mildew. 


Alkali Resistance—Contains no oils 
that will destroy the paint film. 


Low-Chalking 


Easy Washing—Its tight smooth film 
sheds dirt that clings to other paints. 





all exterior surfaces 


+ WOOD SIDING, SHAKES AND SHINGLES 











ne Se 
CEMENT BLOCK 


oo a hin ml 





LATEX HOUSE PAINT 


Easier to Apply—Just seems to slip on 
without any tiresome effort. 


Brushes, Rolls or Sprays 
No Brush Marks or Sags 


Paint Early or Late—Sun and damp 
can’t harm it. 

Uniform Low Sheen—Never glossy-— 
hides surface defects. 


Dries in Minutes—Dries before any- 
thing can mar its surface. 

Clean Up with Water 

Fade and Stain Resistant Colors—All 
colors, even pastels, are permanent 
and stain resistant. 


Brilliant White-— A new white that stays 
white . . . makes all others look gray! 





THE BEST IN 
OIL BASE PAINT, TOO! 





A quality standard for 75 years, Acme 
New Era House Paint gives a bright new 
look .. . available in 72 decorator colors. 
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Detroit, Mich, ¢ 


Here’s how we'll help you sell this great 
new paint: You’ll get a complete kit 
of dealer helps especially designed to 
sell Acme Quality Latex House Paint. 
You’ll get color cards, counter book 
page, point-of-purchase color card, 
colorful store and window banners. 
You’ll get a giant eye-catching mobile, 
newspaper ad mats, radio and TV 
spots, and a special lapel ribbon made 
of latex. 


Be the first with the newest and best. 
Millions of paint customers will be 
reading about new Acme Quality 
Latex House Paint in national adver- 
tising. Be sure it’s on your shelves 
when they ask for it! 


ACME QUALITY PAINTS, INC. 


Better Looking Every Way! 


Garland, Texas ¢ Burbank, Calif. 
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HOUSEHOLD HARDWARE 


Dealer Sales Control in Action 

















BUILDERS HARDWARE 


HARDWARE 
STOTT ao 


A monthly department merchandising: 

® Builders and Household Hardware 
® Paint and Sundries 

@ Hand and Electrical Tools 
® Electrical Fixtures, Sundries 

® Plumbing Fixtures & Supplies 


PRODUCT-OF-THE-MONTH 


$99.50 SNOW BLOWER—A new snow blower for homeown- 
ers is available for the coming winter season. The “Work 
Dodger” blows up to 300 shovelfulls a minute, is said to be 
easy to operate, directs snow to either side with handle con- 
trol. Deluxe model LBSB-15-61 has Briggs & Stratton 2-hp. 
engine with 6 to 1 gear reduction and action recoil starter. 

Weighing 85 lbs., unit has ground clearance to 42”, blows a 
swath 15” wide. Rear wheels are semi-pneumatic 8” in diam- 
eter x 134”. Front wheels are two 10-gauge steel discs. 

Market data. Retailing for $99.50, snow blower has 1 qt. 
fuel capacity, % pitch x % wide ASA no. 41 roller chain 
for rotor drive on 13 and 18 tooth sprockets on left side. 
Chain rotor drive is 1012” in diameter, has blades of 3/16”x 
1” steel welded to steel spiders and tube running on two Oilite 
bearings on 548” diameter shaft. Lazy Boy Lawn Mower Co., 
Inc., Dept. AL, 1315 W. 8th St., Kansas City 1, Mo. 
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Inventory Control for Hardware Dept. 
Hardware Trends 

New Literature 

New Products 


New Sales Aids 


DISPLAY-OF-THE-MONTH 
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MERCHANDISING RACKS—Two new Uni-Racks are avail- 
able to merchandise tools. No. BH5D boring tool rack con- 
tains one 923 10” bit brace, one 945 10” bit brace, one H1253 
10” bit brace, one H1224 hand drill and one H1214 hand drill. 
Free wire rack 1342”x17%” will hold two each bit braces and 
two each hand drills hooked into “4” perforated board. 

No. 3D Yankee-Handyman has small stock of tools with 
free wire rack. The 10”x10” Uni-Rack comes with two each 
133H spiral ratchet screwdrivers, two 233H spiral ratchet screw- 
drivers, two 46Y push drills and four 330H accessory paks 
which hook into %” perforated board. 

Market data. Boring tool rack costs the dealer $22.22, has 
retail value of $33.35, comes complete with header sign and 
price tickets. Second rack costs the dealer $22.05, has retail 
value of $33.08. Stanley Tools, Dept. AL-PD, division of The 
Stanley Works, 111 Elm St., New Britain, Conn. 
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50% FILM BUILDING MATERIALS 90% FILM BUILDING MATERIALS 
IN LATEX EXTERIOR PAINTS IN LINSEED OIL BASED PAINTS 


One gallon of latex exterior paint contains One gallon of linseed oil based exterior paint contains 
5% pounds of film building material and 12% pounds of film building materials and 
54 pounds of water. only 144 pounds of solvents. 























thickness 
protection: 











Protection...appearance...economy. By any measure, linseed oil paints are best for exterior wood surfaces. 


TWICE THE DRY FILM Applied ata rate of 472 square 
feet per gallon, both linseed oil and latex paints form a 
wet film 3.4 mils thick. But after drying, the linseed 
oil-based film is more than twice as thick . . . 2.7 mils 
compared with only 1.2 mils for the latex. 


TWICE THE PROTECTION Linseed oil paints have 
this extra thickness because they contain more than twice 
as much film building materials. A gallon, which weighs 
14 pounds, contains 1244 pounds of solids. A gallon of 
latex paint which weighs 11 pounds has only 5% pounds 
of film building material. 

EXCELLENT ADHESION Linseed oil based paints are 
the only exterior systems that require no special primer 
for repaint jobs . . . even on heavily chalked surfaces. 
They have the flexibility and dimensional stability to 
resist checking and to adhere for years in any climate. 
They provide superior hiding qualities, and can be 
applied at lower temperatures than latex paints. For 
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new exterior wood surfaces, linseed oil paints are by far 
the most satisfactory. 

So for all your outside jobs, use linseed oil paints. And 
always use POL-MER-IK . . . America’s most popular 
linseed oil. Blended of choicest raw and polymerized 
oils, POL-MER-IK improves leveling . . . makes brushing 
easier . . . strengthens paint film. 

POL-MER-IK’S POSITIVE SELLING PROGRAM is another 
important reason more painting contractors use 
POL-MER-IK than any other linseed oil. During the past 
four years, hundreds of painting contractors have used 
this program to sell more jobs. 

In addition to Positive SELLING, POL-MER-IK published 
PAINTING POINTERS, a 68-page pocket guide to painting 
and decorating. It will save you many valuable hours on 
the job by providing ready answers to nearly every 
question that comes up. For your free copy, just return 
the coupon below. 


op ARCHER - DANIELS - MIDLAND 
738 Investors Building, Minneapolis 2, Minnesota 

Please send me FREE a copy of PoL-MER-IK 

PAINTING Pointers. I'd also like 

more information on POL-MER-IK’S 

PoistiIve SELLING PROGRAM. 


) 


| | am a painting contractor who uses Pol-mer-ik. 


{ | | am a paint dealer who sells Pol-mer-ik. 
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COUNTER TICKETS are placed beneath 
each binned item. Each item's stock num- 
ber is placed on the line marked ‘‘No.” 
The first line following “Item” is used 
only if the item is ordered through some 


HARDWARE BUSINESS 





other source than Mallco Distributors. 
Item is described on second and third 
lines. Minimum and maximum control 
figures are shown in the two boxes, top 
right. Code-cost marking appears in the 
ticket's upper left corner. Retail price 





appears below the cost-code symbol. 


INVENTORY CONTROL 
SHEET has two blocks 
above the ruled part of 
the form. The larger one 
identifies the department 
and the smaller one the 
counter number within 
the department. Lines be- 
low give distributor's 
item number, item iden- 
tification, cost-code sym- 
bol; retail price; minimum 
and maximum stocking 
desired. Stock on hand in 
bins and counters when 
inventory is taken every 
two weeks are numbers 
seen far right. 





















































Inventory Control for Hardware Dept. 


Four-time hardware turnover goal at O'Malley's big remodeled store 
under close control system introduced by Arizona distributor. 
Six-time turnover goal already achieved on non-hardware items. 


ASTER TURNOVER on both hardware and non-hard- 

ware items is the goal of a new inventory control 
system installed by O’Malley Lumber Co., Scottsdale, 
Ariz., when their remodeled store was opened late last 
year. 
A four-time turnover is expected on hardware and a 
six-time turnover in other categories as the result of the 
new system introduced by Mallco Distributors. Early 
studies indicate these goals will be reached, if not sur- 
passed, since the six-time turnover on general items has al- 
ready been achieved. Every item in the store is covered 
by the new inventory control. 

Under the new system the inventory control counter 
ticket for each item tells the hardware buyer-salesman: 
* Whether display stock has fallen below the minimum 
desired. 

* How many units to order if the item is moving fast. 
* What items need to be promoted to increase sales. 
* When to readjust control figures or discontinue an item. 

First step. “One of our salesmen assisted O’Malley’s per- 


sonnel in the initial installation, then trained them in how 
to handle the system,” explained Ralph C. Heissner, sales 
manager for Mallco. “The first step was placing one of our 
Mallco counter tickets immediately below every binned 
item in the store. 

“On every ticket is written the maximum-minimum 
inventory control figures, stock number of the item, cost- 
code markings and the unit price. 

Second step. “The second step was to fill in the Mallco 
Merchandising Guide, which gives a six-months’ pro- 
jected turnover picture. Space is provided for recording 
dealer cost, basic stock, stock on hand and a replacement 
order column.” 

Each department head spot-checks all items daily for 
stock replacements from our own store inventory,” adds 
A. C. Mason, manager of O’Malley’s Scottsdale store. 
The Mallco counter ticket tells him at a glance whether 
bin stock has fallen below the minimum set; if so, how 
many units are required to re-stock the bin. 

About every two weeks, one of the Mallco Distributor 
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salesmen completely reinventories the entire hardware de- 
partment in about two hours, a job that formerly took all 
day. The salesman compares actual stock on hand, both 
display and inventory, with the box figures on the counter 
tickets. Any difference is noted on the Merchandising 
Guide and an order is written and offered to O’Malley’s 
for approval and signature. 

“In a two-week period,” adds store manager Mason, 
“the entire store is inventoried and re-orders placed with 
the distributor. Sure, sales people fill the holes every day 
from stock, but they don’t get involved in the time-con- 
suming job of pencil-checking lists.” 

Key to faster turnover. “With a glance at the counter 
stock and the counter ticket,” explains Heisser, “fast- 
moving items are spotted by department heads within 48 
hours and necessary adjustments made upward in maxi- 
mum stock and counter inventories. 

“On the other hand, if an item isn’t moving, O‘Malley’s 
is warned to take steps to promote it. And if it still doesn’t 
come up the scheduled merchandising plan, the maximum 
and minimum centrol figures are adjusted downward. If 
the item continues sluggish, the item is quickly discarded 
and other substituted.” 

Now, nine months after the inventory system was in- 
augurated, Mason is convinced it is successful. Store-wide 
turnover has achieved the six-time goal. 

Needed control. When O’Malley’s opened their Scotts- 
dale branch in 1943, now one of 19 O’Malley yards around 
the state, Scottsdale had a population of about 2,500. The 
city now has a population of 44,000. 

A total of 2,000 square feet was added to the retail 
floor, making 6,000 square feet including a self-service 
lumber department. Of this space, the hardware depart- 
ment has 672 square feet and the paint department 364 
square feet. 

A home improvement department carries a complete 
sampling of building materials from paneling to roofing. 
A separate builders’ counter was set up to keep contrac- 
tor and homeowner traffic apart. yet provide the best serv- 
ice for each. 

O’Malley’s also doubled its lumber storage area to 90,- 
000 square feet last fall to avoid dual handling of materials 
with the main yard in Phoenix. 


NEW INTERIOR LAYOUT provides 6,000 square feet of clear 
shopping area including 1,036 square feet for hardware and 
paint. 





PACKAGED AND PRICED, most items are binned and islands 
are identified by number and type of product. 


WAREHOUSE STORE is stocked with lumber, plywood and 
bulky materials, as a further service for the do-it-yourself 
customers. 
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HARDWARE TRENDS 


LOW-COST HOUSING, which is expected to be more 
actively promoted in 1961, will have many impli- 
cations for hardware. With footage limited many 
designs call for multi-use rooms creating a growing 
market for various types of folding doors. These 
minimum homes are highly engineered--almost like 
a house trailer--with lots of built-in furniture, 
etc., to conserve floor area. 

This is a new approach to the smaller home. Actu- 
ally they require smart know-how on the drafting 
board... are not merely scaled-down versions of 
larger homes. 


INDEPENDENTS STILL DOMINATE both hardware and build- 
ing material field, according to R. L. Waterman, 
Corning Glass Works, a speaker at the recent NRHA 
Hardware Congress. The exact figures are 93% in 
hardware and 87% in lumber and building materials. 
Even in the food industry, independents are doing 
well according to Waterman. Their percentage of 
total sales has risen from 48% in 1958 to 51% last 
year. 

Low overhead and flexibility is the true strength 
of the independent, Waterman said. He noted hard- 
ware dealers show an average total expense of 29.2% 
compared to 33.8% for department stores. In his 
opinion the public does not look, as a rule, to 
either the hardware or building material store for 
price, but rather for dependability and friendly 
service. 


NEW NRHA PRESIDENT, Rupert B. Watson, Atmore, Ala., 
runs three retail stores in small towns, but does 
nearly $750,000 annually. He has one close tie to 
the building material business, operating success- 
fully a ready-mix concrete business. 

Merchandising credit, selling "strictly retail" and 
vigorous opposition to co-ops are among his 
stronger interests. -Watson is a firm believer in 
direct mail with over 16,500 names on his active 
list of prospects and customers. 
































GYP PAINT DEALS have been reported again in many 
areas of the country. Northwestern Lumbermen's 
Association has just warned its members of 10 dif- 
ferent firms, many listed by both the Federal Trade 
Commission and Better Business Bureaus. 

Typical example is the National Titanum Co. offer- 
ing a paint "Nitrosol" by mail for $2.75 per gal- 
lon. A Kansas City testing company says this paint 
contained 20-23% water, according to Northwestern. 
It goes without saying that cheap paint will fur- 
ther discourage future sales of wood products. 








TURNOVER AT WORK, Jack C. Mueller's topic at the 
recent NRHA convention was the highlight of this 
affair in our opinion. Nothing is more basic for 
more profit than a controlled inventory with rapid 
turnover. The full text of Jack's remarks, largely 
based on his own experience in changing over to 
the system developed for the NRHA Turnover Hand- 





book, runs 16 pages. A limited number of copies are 
available from the National Retail Hardware Associa- 


tion, 964 N. Pennsylvania St., Indianapolis, Ind. 





Appalachian Hardwoods are recognized 
everywhere for their fine natural qual- 
ities—soft texture, easy workability and 
attractive graining. Let the foremost 
concerns in this column supply you with 
dependable quality, well-manufactured 
Appalachian Hardwood products. Con- 
sult ther on your next requirements. 





*Homer Lumber Sales, Inc., Kenova, W. Vo. 
Exclusive Sales Agents for 
J. ?. Hamer Lbr. Co., Inc., Kenova, W. Vo. 
Hamer Lbr. Corp., Appalachia, Va. 
Manutacturers Appalachian Hardwood Lumber 








Wood-Mosaic Corp., Louisville 9, Ky. 


White and Red Ock, Wainut, Popler, Basswood, 

Beech, Cherry, Mahogany and taven Lumber. Do- 

mestic and imported Veneers. Hardwood Flooring— 

Oak and Maple Strips and Laminated Block and 
Special Pattern Flooring. 





* Member Appalachian Hardwoods 


Manufacturers, Inc 


always specify 


APPALACHIAN HARDWOODS 
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Pittsburgh announces...a perfected 
Latex House Paint 


Unhurried research 
and field tests result 
in a far superior latex 

exterior paint! 

















e Mail coupon today for com- 
plete details about this new and 
perfected Latex House Paint. 


Se. 
r 














PITTSBURGH PAINTS 


®) PAINTS + GLASS » CHEMICALS « BRUSHES + PLASTICS + FIBER GLASS 


PITTSBURGH PLATE GLASS COMPANY 
IN CANADA: CANADIAN PITTSBURGH INDUSTRIES LIMITED 
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Z. Pittsburgh research leadership 


now gives you a latex house paint 
you can recommend with absolute 
confidence. Because Pittsburgh 
took the extra time necessary to 
perfect this new kind of paint. 


e Made with the same miracle 
resins used in today’s extra-tough 
auto and appliance finishes, new 
Pittsburgh LaTex House Paint 
has been proved far superior in 
test after test ... in all parts of 
the country. 

e You can promise customers 
every one of these big benefits: 


@ no brush drag 

@ paints over damp surfaces 

e dries bug- and dust-free in 
Ya hour 
can be used on any type surface 
resists fumes, fading 
eliminates chalk wash 
resists blistering, peeling 


cleanup’s a snap—just 
soap and water 


e This is the hottest paint in the 
business .. . researched and 
tested until 100% right! Don’t 
pass it by—mail coupon today. 


Pittsburgh Plate Glass Company, 
Paint Division, Dept. AL-80, Pittsburgh 22, Pa. 


I am interested in selling wonderful new Pittsburgh 
LATEX House Paint. 


Name 





Address 





City County 
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| INTHE NYLON & 
CORD BUSINESS f 


® The Easy Way 

® The Low Inventory Way 
@ The Low Cost Way 

® The Packaged Way 

® The High Profit Way 





H} 100% NYLON 
BRAIDED CORD 
RACK 


That's right...here is an 
easy, low cost way to get into 
the highly profitable Nylon 
Cord business. This rack is 
only 24 inches high and takes 
up less than 1 square foot of 
floor or counter space. Cord 
is one reel each of 1/8”, 
3/16”, 1/4” and 5/16”. Rack 
is FREE with order for 4 or 
more spools. 


Ask your jobber about it... 


e | ® § 
Kine on 
ww CORDAGE & 


John H. Graham & Co. Inc. 
105 Duane St., New York 8, N. Y. 
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HARDWARE BUSINESS 


Hardware Dealers Net Only 1.3% 


Net profits rose slightly to 1.3% 
in 1959 for the nation’s retail hard- 
ware dealers. Sales increased 6% 
with the typical store doing $142,- 
470. 

These details of the 1959 annual 
survey were released by Glenn W. 
Aspinwall, president, National Retail 
Hardware Association at the 6lst 
annual Convention at Philadelphia. 

“Hardware retailing,” Aspinwall 
said, “is riding a rising tide. This is 
a welcome turn from the tireless 
monotony of falling profits, which 
— all through the ~ fruitless 
50's. 

Commenting favorably on Hardware 
Week, Aspinwall reported that 829,- 
090 contest entries were received last 
year at NRHA headquarters in re- 
sponse to the Gold Key promotion to 
draw store traffic. 

Turnover handbook. Aspinwall de- 
voted most of his comments to pric- 
ing and the Turnover Handbook 
available to retailers from _ their 
hardware jobbers. 

“Hardware retailing has been too 
much of a 50% markup business, 
except for nuisance items that have to 
be sold close to meet competition,” 
he said. “We know 50% markup 
translates to 33-1/3% margin. Shrunk 
by the close-marked goods, _ this 
rounds down to a margin of about 
30% —where hardware store margin 
has stood too long and still stands! 

“We have let our concern about 
pricing run too much to the few 
items that are price-prompted by 
competition. An item headlined in a 
syndicate ad is intended to create 
store price image in the minds of 
people. 

“We hardware men see red about 
such advertised prices. Then we er- 
roneously and foolishly conclude that 
the promotion prices are a gauge of 
overall pricing in these _ stores, 

“This is not true! 

“Pricing for profit-making has too 
long been a mystery to hardware 
dealers,” continued Aspinwall. “Pric- 


CORBIN 


ing properly done keeps the store in 
line with competition, on competi- 
tive items. Done right, pricing is also 
profitable—through longer markup, 
properly placed. 

“The mystery of pricing is re- 
moved by the Turnover Handbook’s 
code to better pricing. If dealers will 
put the Turnover Handbook to use 
for pricing as well as for inventory 
control, profit in our stores will really 
grow,” Aspinwall concluded. 

Price coding. Further support for 
the Turnover Handbook came from 
Jack C. Mueller, Beltrami Hardware, 
Bemidji, Minn. 

“The Turnover Handbook,” Muel- 
ler noted, has used letters to identify 
product markups: A-competitive, B- 
normal 50%, C-75 to 100%, and D- 
over 100%. In our store we are us- 
ing these letter guides in determining 
the price we place on an item. I am 
not proud to say it—but we have 
done a better job on the items B, C, 
D—normal and above—than we have 
done in A. 

“We were used to reducing items 
for a specific length of time, but 
seem to find it hard to make a perma- 
nent price reduction. However, this 
is absolutely essential or our ‘fair 
price’ store will soon be known as 
the ‘high price.’ It has been found 
that when Turnover Handbook is 
followed, 55.8% of all items will 
carry better than a normal markup. 
You'll have to mark down 2.2% be- 
low normal.” 

“Although we hear much talk about 
discounts, wholesalers prices, deals, 
etc., I still feel that most of our cus- 
tomers do not begrudge us a fair 
profit. 

“IT am afraid at times we get on the 
defensive when we talk of price. We 
have a service to sell and products 
that stand the test of time. Let us put 
price where it belongs—after serv- 
ice and quality,” Mueller concluded. 

Pertinent quotes from other NRHA 
speakers: 

“We must end the tax free status of 


kwitset RUSSWIN 


NEW TRADEMARKS have been adopted by Kwikset, P.&F. Corbin and Russell & Erwin, 
competing builders’ hardware divisions of The American Hardware Corp., New Brit- 
ain, Conn. New Look results from visual design programs recently completed by each. 
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co-operatives. They are getting into 

manufacturing, wholesaling and re- 

tailing—all on a_ privileged basis. 

Support of the David bill now before 
Congress meets is the answer.” 

H. L. Thompson, Jr. 

President, Bostwick-Braun Co. 


“A manufacturer’s product is not 
sold until the retailer offers it to the 
customer. All other steps in the dis- 
tribution channel are merely filling 
the pipe lines. Manufacturers should 
be concerned about the retailer be- 
cause he is the only one who can 
move merchandise for us.” 

E. C. Koster, 
President, Vichek Tool Co. 


“Shopping centers now account for 
20% of all retail sales and the per- 
centage will increase. Select a center 
built not only in an area of new 
homes, but also near light manufac- 
turing—then you'll have balanced 
trade. 

“Selling in a center enables dealers 
to cut down expenses. Delivery ex- 
pense is less, sales per employe are 
much higher. A high percentage of 
sales will be impulse buying making 
good store layout very important.” 

H. Taylor Zettler, 
President, Zettler Stores, Inc. 


Successful Screen Promotion 

HAMILTON, ONT.—An offer to 
bring in their old screens and have 
them rescreened for no labor charge 
resulted in a busy day’s business for 
Barton Lumber & Supply Co. 

The only charge was for the fiber- 
glass screen featured in the newspaper 
advertising and point-of-sale promo- 
tion. Advertised as “Rescreening Day,” 
the event was held on a Saturday. 


Lesto Offers New 
Trade-In Policy 

New Yorx—Victor J. Krieg, 
Inc., sole U.S, distributor of Lesto 
precision-made power tools now of- 
fers dealers the chance to accept used 
saws in trade for the new Lesto GE/- 
UHS 33/1. 

Scintilla, Ltd. of Switzerland pio- 
neered the reciprocating electric hand- 
saw more than 10 years ago. Krieg 
feels many saws are reaching the 
point it would be uneconomical to 
repair them. 


Profit Sharing Fund Up 

CuicaGo—Skil Corp. has sweet- 
ened its employe’s profit sharing and 
retirement fund by $291,058.54 from 
the highest pretax earnings in the com- 
pany’s history. 

Net income from investments in- 
creased the fund in 1959 by $99,- 
305.61 and $238,436.16 derived from 
realized capital gains on sale of se- 
curities to a total of $628,800.31. 
Amount paid out last year to partici- 
pants was $158,514.68. 





Filuma is available in five 
attractive colors to as- 
sure perfect home harmo- 
ny: Coral, Yellow, Green, 
Tan, and White. Com- 
plete Filuma literature is 
available by writing 
Frantz headquarters at 
Sterling, Ulinois. 
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By POR «, 


THE DOOR THAT 


LlevS 
LUIGIAN 
JIN Y 


Filuma? with exclusive sculptured de- 
sign, in glamorous colors to match any 
home, is the exciting news in garage 
doors today. No other door has won 
such wide acceptance in so short atime. 
The translucent fiberglass diffuses soft 
daylight inside to transform any garage 
into a pleasant extra room... . actually 
eliminates the need for garage windows! 
Weighing only 1/3 as much as wood 
doors, it is the fastest to install and 
easiest to operate. It's trouble-free . . . 
warp-proof, shrink-proof, shatter-proof. 
It's maintenance free . . . needs no glaz- 
ing or painting. And it's weather-tight— 
the tapered track and fleximatic guide 
seal out elements. Encased in strong, 
durable aluminum frame it cannot bind— 
ever! Filuma with inside-outside latch, 
chrome handle, 11%” headroom, and 
zinc plated hardware, is truly tomorrow's 
door today! 

*Patent Pending 











Filumacomes inten sizes to fit all residential openings 


FILUMA IS PRODUCED EXCLUSIVELY BY 


FRANTZ 


MANUFACTURING COMPANY 
STERLING, ILLINOIS 
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No&kt- Nok2- but 
HIGH-IN-DEMAND 
FEATURES 


Give you faster turnover 
on- 


) 


¢ orling ( Jactovics 


ALUMINUM PRODUCTS 


1. Classic Beauty 2. Traditional Charm | 


3. Durable Anodized Finish 


Nothing so effectively or economically individualizes 
any type home — from a showplace to a modest low- 
cost sub-division house — as Sterling Factories Aiumi- 
num Products. Nor, because of its super anodizing 
treatment, so happily retains a lasting showroom 
beauty in spite of climate or weather conditions. 


RAILINGS for porch, stoop, and steps — designed and pro- 
duced in easy, quick assembly units and installations. Un- 
matched in charm, beauty, satety, and the economy that comes 
with long years of like-new service. 

COLUMNS that add character, dignity and distinction to 


any installation. Extra strong, beautifully designed. Corner or 
flat styles in several patterns — all super anodized. 


GRILLES in the widest variety of graceful, practical de- 
signs, fabricated from prime aluminum, and super anodized 
for maximum protection from outdoor exposure. 

AWNING BRACKETS, of aluminum, in a broad range 
of styles and sizes to fit doorways and windows. Easy to 
install, rust free. 


For eye-appeal, buy-appeal, and high profits, feature the Sterling 
Factories line — write Dept. AL for complete catalog and prices 
on all Sterling Factories Aluminum Products. 


ng tooling Jactorics 
2620-40 CHERRY ST., ERIE, PA. 
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HARDWARE BUSINESS 


New Literature 


Time-Saving Card—See Back Cover 


Simplified service manuals for Corbin Unit locksets and 
Russwin Unilocs are available. Three-dimensional drawings 
illustrate disassembly and assembly. Parts are numbered for 
reference to a fold-out master parts list. Both manuals include 
instructions for use of special tools and reversing hand of 
lock. Write The American Hardware Corp., Dept. AL, Frank- 
lin Square, New Britain, Conn. 

Circle No. 203 on Handy Cover Card 


Lighting Fixtures. A new four-page brochure describes the 
maker’s new and complete lines of Slimline and Strip Line 
fluorescent lighting fixtures. For a free copy, write to Moe 
Light Div., Thomas Industries, Inc., Dept. AL, 207 E. Broad- 
way, Louisville 2, Ky. 

Circle No. 204 on Handy Cover Card 


Bathroom Accessories. Two new pamphlets illustrate Crane’s 
new Star-Lite line of bathroom accessories, which are oval 
shaped and emphasize curves. Copies of the pamphlets (AD- 
1162 and AD-1163) are available on request from Crane Co., 
Dept. AL, 944 Ash St., Johnstown, Penna. 

Circle No. 205 on Handy Cover Card 


Power Tools. A new full-line, 842” x 11”, two-fold mailer- 
catalog with photos and condensed specifications of power 
tools is announced by Skil Corp. Eighty-one tools are listed 
in the eight-page, two-color mailer. For copies, write to Skil 


Corp., Dept. AL, 5033 Elston Ave., Chicago 30, Til. 
Circle No. 206 on Handy Cover rd 








PUBLIC AUCTION 


TUESDAY & WEDNESDAY 


AUGUST 23rd. & 24th 


Beginning at 11:00 A.M. (E.S.T.) Each Day 
By Order of the Board of Directors 
ASSETS OF 


BRAUN LUMBER COMPANY 


1555 East Division, Detroit, Michigan 


3 MILLION FEET OF LUMBER 
COMPLETE TIMBER AND LOG MILLS 
PLANING MILL, DOOR AND SASH 

MANUFACTURING MACHINERY, 
WOODWORKING MACHINERY AND 
EQUIPMENT 
SPECIAL LOG CABIN MACHINERY 
LOCOMOTIVE CRANES 

Send for lilustrated Brochure. 
INSPECTION STARTS: TUESDAY, AUGUST 16th, 
9:00 A.M. to 4:30 P.M. Daily to Date of Sale, 


Excluding Sunday 
For Information Contact 


NORMAN LEVY **==" 


iquidators 


associates inc. + 


3165 Guardian Bldg: Detroit 




















August 15, 1960, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 








ASK YOUR DEALER 
FOR A DEMONSTRATION 


ta 


$1495 complete with removable serrated jaws | sia 


At your tool suppliers, or write VERSA-VISE, Dept. 531, ORRVILLE OHIO 
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MORE SELL 
Sa Se WITH LESS 
PERSONNEL! 


All-Metal 
Island Merchandising Unit 


Write for complete details! 
Mail coupon today! 


An entire weatherproofing department shown in just 8 ft. x 31% ft. of floor area! « Holds 
and merchandises everything from calking guns to sealing compounds . . . weather- 
stripping to house numbers! « Slotted end frames permit four-sided merchandise arrange- 
ments! « Instantly adjustable diamond-perforated metal shelves accommodate all types 1400 NORTH 25th AVE. 
and sizes of merchandise! « Shelves may be used horizontally, vertically or in inclined MELROSE PARK, ILL. 


atte 
REFLECTOR HARDWARE CORP. 
position! « Versatile island unit for easy seasonal or special promotional change overs! " Gentlemen: Please send me your 


Dept. AL-8 


e Entire unit can be assembled in minutes—without any special tools or skills! CURRENT SPACEMASTER CATALOGS. 


ee eee ‘ 


REFLECTOR HARDWARE CORP. 


NEW YORK OFFICE MAIN OFFICE, FACTORY PACIFIC conn OFFICE 
AND SHOWROOM: AND SHOWROOM: AND SHOWROOM: 


Firm Name 


225 W. 34th ST. 1400 N. 25th AVE. 851 S. LOS ANGELES ST. 
A NEW YORK 1, N.Y. MELROSE PARK, ILL. LOS ANGELES 14, CALIF. 
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HARDWARE BUSINESS 








New Products 


Specifications and Market Data on Products You Can Sell 


LORDITE 


Dual-Motion Electric Sander 

Skil’s orbit/line heavy-duty electric 
sander is said to be first to perform 
either orbital or straight line sanding at 
the flick of a switch, without tools to 
change the motion pattern. Spring ac- 
tion levers hold six or more sandpaper 
sheets for paper change on the 4142”x9” 
sanding surface. Flush side design per- 
mits sanding up to vertical surfaces or 
in corners. 

Motor has non-slip rubber belt to de- 
liver sanding stroke. Top handle has 
contour grip and trigger switch with 
locking pin. Auxiliary control knob can 
be used at front or either side of the 
7-lb. sander. Hose attaches to any vac- 
uum cleaner for removing over 90% of 
the fine sanding dust. 

Market data. Three sheets of abrasive 
paper are packaged with sander avail- 
able through distributors. Other grit 
sizes are available, 10 to a package. Re- 
tail price is $69.50, or $79.50 when dust 
pickup is added. Skil Corp., Dept. AL, 


5033 Elston Ave., Chicago 30, Ill. 
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Plastic Storm Windows 

Clear, heavy, break-proof plastic 
storm windows in one-piece design with 
built-in plastic edges are said to provide 
easy, fast, neat installation. The window 
sheeting eliminates cardboard strips. Kits 
come with tacks and built-in plastic 
edges. 

Market data. A continuous 300’ roll 
carton of the material in 6’ lengths is 
offered at 442 ¢ a square foot retail price. 
Other kits come in new 1960 floor- 
demonstrator together with free promo- 
tion banners and ad mats. 

Single-window kit has complete ma- 
terial for one 36”x72” window and 72” 
of extra plastic framing edges. Retail 
price: 39¢. Economy kit of four 36”x72” 
windows has 24’ extra framing. Retail 
price: $1.39. Large economy kit has nine 
36”x72” windows in 54’ rolls. Retail 
price: $2.98. The Kordite Co., Div. of 
National Distillers me Chemical Corp., 
Dept. AL, Macedon, i. 

Circle No. 209 on or Cover Card 


For more facts, use 
handy back cover 


Radial-Arm Power 
Tool Announced 


A new economy home 
workshop machine has cus- 
tom-built totally enclosed 
motor delivering 1.8 hp at 
cutting spindle; a cam-type 
safety key switch which ac- 
tuates in any direction. Dual 
arbor motor shaft permits 
use of low-cost right-hand 
tools. A 242” cutting depth 
is achieved by 9” saw blade. 
Ripping capacity is 24”; 
cross-cut capacity is 15”. 
Price range of new econo- 
my model (925-E) is under 
$200. DeWalt, Inc., Dept. 
AL, Lancaster, Penna. 
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Master Oil Improved 


Improved Master Oil in an 
attractive lithographed can is 
a perfect masonry condi- 
tioner to use in connection 
with new Latex House Paint, 
maker announces. It also is 
said to be an excellent clear 
floor sealer for concrete or 
wood floors subject to hard 
wear. It retails for $5.75 per 
gallon. The Lowe Brothers 
Co., Dept. AL, 424 E. Third 
St., Dayton 2, Ohio. 
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(For more new products, see page 76) 
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At the busy Newtown Creek Terminal of National Builders Supply Corp., a Mack B Model 
is loaded with brick for a housing development, while another takes on a load of wall 
board. In New York City’s crowded dock areas and bumper-to-bumper traffic, Macks 
offer the versatile reliability needed to supply the diversified building industry. 


Veteran New York truck user finds 


Today’s MACKS 
best by any standards 


With 45 years of truck experience behind 
them, National Builders Supply Corpo- 
ration rely on Mack trucks for economi- 
cal hauling of brick, rock lath and 
masonry supply items. Says President 
Ben Stolzenberg and Treasurer-Secretary 
Bernard Wolfman, “‘We’ve operated 
many different makes of trucks and truck 
engines, but none of them measure up to 
our new Mack Thermodyne® diesel trac- 
tors. Our fuel costs are reduced over 
50%, performance is remarkable and 
downtime has diminished to the vanish- 


ing point. Today’s Mack truck has 
everything.” 

Mack trucks, precision-built for out- 
standing performance and reliability, are 
first in value, too. Compare them feature 
for feature—dollar for dollar—with any 
other truck on the road today and you'll 
see why experienced operators find 
Macks a profitable investment. 

Built into ail Mack trucks are new 
standards of efficiency that add up to the 
factor you are most interested in—lower 
operating cost-per-mile. Find out first- 
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by far in sales of 
Giese! trucks 


hand how a Mack can add to the profit 
potential of your own operation. Ask 
your nearest Mack branch or distributor 
for the names of Mack owners in your 
area who'll be glad to back us up with 
facts and figures. Mack Trucks, Inc., 
Plainfield, New Jersey. Mack Trucks of 
Canada, Ltd., Toronto, Ontario. ae 


MIAC K 


FIRST NAME FOR 


TRUCKS 
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NEW PRODUCTS 


(begins on page 74) 





Magnet Holds Lamps 

No. 150 ProTex magnetic hand lamp 
holder comes complete with adjustable 
double-jointed clamp assembly. For use 
with many types of portable lights and 
sockets, the magnetic holder makes a 
light fixture anywhere there is an ex- 
posed steel surface. Holding power is 
said to be 60 lbs. on %” steel as 
straight pull or lift rating basis. Daniel 
Woodhead Co., Dept. AL, 15 N. Jeffer- 
son St., Chicago 6, IIl. 
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Offers Spray Enamels 


A new line of spray enam- 
els featuring 12 decorator 
colors and white is intro- 
duced. Offered on a white 
rack with representative se- 
lection, rack is topped by 
actual color chips. Color in 
each can is shown on the 
cap. Also featured is the 
Danvern valve which is said 
to reduce “finger fatigue” by 
the user. Enamels dry in 
minutes. Valspar Corp., 
Dept. AL, 7 E. Lancaster 
Ave., Ardmore, Pa. 
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Halts Door Punctures 


Save-A-Door prevents protruding ob- 
jects from puncturing or defacing hol- 
low core doors. Pressure-sensitive tape 
makes installation easy, maker says. 
Round protective device has brass fin- 
ish. It can be applied to wood, metal, 
plaster, plastics or wallpaper. Gordon 
Associates, Inc., Dept. AL, First St., 
Derby, Conn. 
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CERTIGRADE 


SHINGLES 
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to look for 


This familiar label protects your rep- 
utation for reliable merchandise of 


Red Cedar 


mill-inspected quality. Make certain 
it appears beneath the bandstick of 
every cedar shingle bundle you stock. 


Specify Certigrade! 


RED CEDAR SHINGLE BUREAU 


5510 White Building, Seattle 1, Washington 
550 Burrard Street, Vancouver 1, B. C. 
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HARMONY DESIGN N 236—Newest I CHATHAM DESIGN No. 434—Newest in the 
% 
Guardian Line. In brass, bronze or aluminum Defender Line. In brass, bronze or aluminum 


Here’s modern beauty in distinctive, new design to 
delight the budget-minded customer. Truly the ele- 


gance of CORBIN-fine hardware creatively expressed 
CORBIN to enrich your line of Guardian and Defender Lock- 
sets. Available now from your corBIN Distributor. 


P. & F. CORBIN DIVISION 


THE AMERICAN HARDWARE CORPORATION 
NEW BRITAIN, CONNECTICUT 
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NEW PRODUCTS 


(begins on page 74) 





Insulating Foam Door Stop 
Designed to cushion the door closing 

of interior and exterior doors, Foam- 

Stop also improves the sound barrier be- 


tween rooms, eliminates drafts and dust 
movement and gives high thermal in- 
sulation value, says maker. 

Wood molding is of ponderosa pine, 
7/16” x 1-5/16"; foam edging is poly- 
urethane foam, covered with a vinyl 
fabric in tan color. Other wood species 
and vinyl colors are available upon re- 
quest. 





NOVA 
Vista-Lux Panels 


with Fiberglas® reinforcement 


for a wide variety of residential, 
commercial and industrial applications 


These translucent panels—used for the control of 
light, heat, privacy and weather—have now found as 
many uses in commercial and industrial construction 
as in residential. Their popularity is making buyers 
more discriminating. 

Only exclusive sales features will determine whether 
you make average or big profits in this department. 
Nova Vista-Lux Panels have three important features 
of this type: BONDED-IN COLORS—for improved 
color fastness; VISTA-GLAZE FINISH—for extra 
weather resistance; HEET-BLOX—a special ingredi- 
ent that blocks up to 92% of infra-red rays. (The 
percentage varies according to color used.) 

Nova Vista-Lux is available with corrugations from 
1%” x %4” to 4.2” x 1%e"—widths from 26” to 42”— 
lengths from 8’ to 12’—and a total of 12 colors. Also 
in fiat sheets from 24” to 44” in width and 8’ to 12’ in 
length. The flat sheets are particularly well adapted for 
shatterproof, industrial glazing and skylighting. The 
Nova Vista-Lux line includes all necessary accessories 
for application. 

An important new addition to our line is the flat 
CRYSTALIFE pattern—colorful and highly decora- 
tive. A wide variety of real butterflies, leaves and ferns 
are embedded—visible from both sides. CRYSTALIFE 
is ideal for both fixed panels and movable screens. 

Use the coupon for full specifications and illustrated 
folders on this and other Nova Products. 


a 
ee 








NOVA SALES Send the literature and/or specification data checked: 


Nova Vista-Lux (Fiberglas®-Reinforced) Panels 


“Trenton 3, N. J. H Nova Shakes and Shake-Panels 


Novaproofing (for waterproofing concrete and masonry) 
A wholly owned at | “ . Be 
subsidiary of SWEET NAME . fant aie 


Homasote Company ADDRESS 


In Canada: Homasote of Canada, 
Ltd., 224 Merton St., Toronto 7, Ont. 
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(0 Novafold Doors 





Market data. Foam-Stop weather-strips 
exterior door openings at a fraction of 
cost, says maker. It is easily installed. 
Write to Craftwood Corp., Dept. AL, Box 
87, Oconomowoc, Wis. 

Circle Ne. 215 on Handy Cover Card 


Powder Actuates 
Fastening Tool 

An advanced Columbia-matic 8 fully 
automatic powder-actuated fastening 
tool is announced. Designated the Mark 
II, the new model offers full inter- 
changeability of all parts, permits the 
eight-shot cylinder to use longer nails 
and studs and accommodates fasteners 
up to 3-5/16” overall. Operated with 
two preloaded cylinders, the unit fires 
eight shots successively from one, which 
is then replaced to give a total of 16 
shots a minute. It is claimed this makes 
the model up to 75% faster on con- 
tinous strip firing. Columbia-matic 8 
Corp., Div. of Columbia Mills, Inc., 
Dept. AL, Syracuse 1, N. Y. 

Circle No. 216 on Handy Cover Card 


Anchor Bolt Needs 
No Hole Spotting 


No separate screws or 
bolts need be used with one- 
piece Thunder Bolt which 
comes complete with nut 
washer, sleeve and _ stud. 
Hole is drilled to same di- 
ameter as bolt so no spot- 
ting is necessary. The cad- 
mium plated anchor can be 
used in any type of masonry, 
has maximum holding pow- 
er. The %” size has 1,500 
Ibs. holding power; 5/16”, 
2,000 Ibs.; and %”, 4,000 
Ibs. Furnished in rust-resist- 
ing finish, or made wholly 
of any desired metai, no 
special tools are required to 
install the bolt. Fixtures are 
removed by unscrewing the 
nut. It is available in differ- 
ent style heads, round, flat 
and nut type. Universal Fas- 
tenings Corp., Dept. AL, 63 
Florida St., Farmingdale, 
N. Y. 
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Distinctive New Brushed Finish Enhances Beauty 
of Homes of Every Design and Price Range 


Special attention to details many times makes the difference between an 
ordinary house and one that is outstanding. New Gold-toned hardware on 
BILT-WELL Casement and Awning Windows will provide your homes with 
just such a plus feature. Overall harmony of appearance is achieved with 
matching finish on screens and storm panel frames. 


Before Deciding on Windows...Compare the Plus Features 
Available Only from BILT-WELL by CARADCO 


: 7, BILT @ WELL i 
Theres more to sell with wooo ¥ WORK by Caradco 
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Hardware 
available on 
BILT-WELL 
Casement 


and Awning 
Windows 








The BILT-WELL Line of Building Woodwork— 
WINDOW UNITS, Double-hung, Awning, 
Casement, Basement. CABINETS, Kitchen, 
Multiple-use, Wardrobe, Storage, Vanity-Lav- 
atory. DOORS, Exterior, Interior, Screen and 
Combination. 


manufactured by 
CARADCO, Inc. 
Dubuque, Iowa 
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BI-FOLD DOORS 
Another popular (and profitable) item. 
q RIDE THE RAGE! 
: i 


These cleverly contrived doors are re- 
placing many old-fashioned doors. The 
market has hardly been scratched! 


LOUV-A-LURE BI-FOLD DOORS are 
furnished with louvers or raised panels 
(or combination) in pine or mahogany. 
Complete with McKinney hardware; 
hinges already mortised; individually 
cartoned. Hang the track and bottom 
brackets, and door is installed. 


























A demonstrator model available for only $9.00. 


Send for complete selling information and prices on file 
size card, Valuable sales aid. Free. Address Dept. A-4 


Other Profitable WALTZINGER Lines To Sell: 
Cafe and Salon Doors 
Shoji Panels 

Shoji Screens 





Louvered Panels 

Louvered Doors 

Louvered Screens 

Louvered Shutters Shoji Doors 

Louvered Room Dividers Aluminum Railings 
Aluminum Columns 


FREE LITERATURE ... Write for it! 
Your Dependable Source Of Supply 


| Watizinett INC 


i} Manufacturers and Distributors 


1500 S$. Western Ave, CHICAG 
122-26 Leslie St, DALLAS 7, TEXA 
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PARKER 
4-PANEL SHUTTER 
HARDWARE SET 


BRASS PLATED 


y 
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MOLLI LILLIE Lae 





VA AAA ARRERERER! 








Each individual set wrapped in Polyethylene bag ana 
packed in an attractive cardboard box. 100 sets to a case. 
Write For Low Net Prices ! 


S. PARKER HARDWARE MFG. CORP. 
Quality Hardware Since 1900 
27 LWIDLOW ST., @ NEW YORK 2, N. Y. © WA 5-6300 
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HARDWARE BUSINESS 


New Sales Aids 





BRAIDED 





Nylon Custom Vendor Returns 

For the third straight year the Nylon 
Custom Vendor is made available for 
dealer use. Designed to hold 600’ of 
cord in the smallest possible space, the 
7”x10” vendor is claimed to offer self- 
selling features. It holds three reels of 
200’ each in size 5, 5% and 6 solid 
braided nylon. Primarily a starter cord 
for power mower or outboard motors, it 
can also be used as trot line, hoop net 
line, light anchor and mooring line, fish 
stringer, outrigging and decorative cord. 
Puritan Cordage Mills, Marine Div., 
Dept. AL, 1205 E. Washington, Louis- 
ville, Ky. 


Circle No. 218 on Handy Cover Card 


Weiser Lock Selling Center 





Colorful attention-getting compact dis- 
play stand provides dealers with effec- 
tive grouping of lock mounted samples. 
For use as window or floor display, the 
stand is 14”x44”x62”, showing residential 
hardware. Weiser Co., Dept. AL, 4100 
Ardmore Ave., South Gate, Calif. 

Circle No. 219 on Handy Cover Card 


(Continued on page 82) 
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W.B. Oldham, Sr., President, left and W.B. Oldham, Jr., Asst. Sec. 


“Our Yellow Pages advertising is vital because 90% of our business 
comes in by phone!” says W. B. Oldham, Pres., Oldham Lumber Co., 
Dallas, Texas. “Our business would be paralyzed without the phone— 
and the Yellow Pages! To attract customers for our many different 
lines, we advertise under 6 headings! To build trade for our brands, we 
advertise under 3 trademarks — Dutch Boy Paints, Dexter’s Decorative 
& Builders’ Hardware, Rust-Oleum.” @ Display ad (shown reduced at ET ee 
right) runs under LUMBER—RETAIL. Call the Yellow Pages man cibaan ii 
at your Bell telephone office today, and plan your program. ets] ot mama ms 


Display this emblem. It builds your business! 


DALLAS 
FaST DALLAS 
M 


SINCE 1922 ‘ 

Atta BeLeveRT 
BER CO. 
TA iy 194 
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BESTWALL 
FIREPROOF 
GYPSUM 
SHEATHING 
NEEDS NO 
CORNER 
BRACING 


Its exclusive glass-fibered reinforcement 
gives Bestwall Sheathing greater strength, 
more flexibility. Applied vertically in 4’ x 8’ 
or 9’ panels, it completely eliminates the 
need for corner bracing. 


Other reasons builders prefer Bestwall: 


e “Asphalted” gypsum core protected 
by highly water-repellent paper 

@ Meets FHA Technical Circular 12 
requirements 


e Cuts labor and material costs, helps 
speed construction schedules 


e No builder paper needed 
e Gypsum core is incombustible 


BEST IWALL 


SUILOING 


BESTWALL GYPSUM COMPANY 


Ardmore, Pennsylvania 
Plants and offices throuahout the United States 


| 





HARDWARE BUSINESS 





NEW SALES AIDS 


(begins on page 80) 





Bonus Sets of Four Weathervane 
Designs in New Sales Pack 


A new promotion offer announced by 
Stanley Tools includes a bonus set of four 
Early American weathervane designs by 
Stevan Dohanos, a 50¢ value, free with 
the purchase of each Swirlaway ball-joint 
sanding attachment (No. H-145S). The 
Swirlaway fits all %” portable electric 
drills and provides 100% swirl-free sand- 
ing on wood, composition boards, plaster 
or metal. It is priced at $3.29. 

A complete sales pack now available 
to dealers contains: four No. H-145S 
carded Swirlaway attachments, four bo- 
nus sets of Stevan Dohanos’ weathervane 
designs, a new window banner, one news- 
paper ad mat and 20 new envelope stuf- 
fers. Dealer cost, $8.80; retail value, 
$13.16. Packed four to a carton; weight, 
4% pounds. While originally planned for 
weathervane ornaments, the designs make 
ideal decorative ornaments for wall, man- 
tel or mailbox. Write Stanley Tools, div. 
of The Stanley Works, Dept. PD-AL, 
111 Elm St., New Britain, Conn. 

Circle Ne. 220 on Handy Cover Cord 


Guarantees Padlocks 


A tab now issued on the 
front of See-Pack visual pad- 
lock package announces a 
life guarantee spelled out on 
the back. Maker will repair 
or replace a returned pad- 
lock with keys or combina- 
tion record tag and 25¢ to 
cover handling charge. Slay- 
maker Lock Co., Dept. AL, 
Lancaster, Penna. 

Circle No. 221 on Handy Cover Card 
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Excellent machinability 

is another outstanding advantage of the 
balanced three-layer construction of new 
Formica Flakeboard. Highest internal bond 
strength and void-free core assure precision 
tongue and groove joints, dovetailing, 
shaping, routing, drilling and sawing. 


Formica Flakeboard is the finest 
underlayment for decorative laminates 
because: (1) It’s designed and manufactured 
especially for use with Formica decorative 
laminates and adhesives. (2) It’s made of 
fresh-cut, debarked timber and impregnated 
with resins developed by Cyanamid’s world 
renowned resin scientists, (3) It’s unequalled 
for machinability, internal bond strength, 
screwholding power and smooth surface. 





Test new Formica Flakeboard at our 
expense, Write today for free sample (cut 
from regular production-run boards, not 
specially treated), Formica Corporation, a 
subsidiary of American Cyanamid, 4652 
Spring Grove Ave., Cincinnati 32, Ohio, 


NOTE: Formica Flakeboard is not 
available on the West Coast 


see it in action 


Formica Flakeboard 
color movie just 
released. Write for 
showing by your local 
Formica representative. 


free demonstration and samples 7 Flakeboard 


Write for free sample and a dramatic demonstration of 


Formica Flakeboard properties before planning 


your next decorative laminate installation. 
Circle No. 96 on Handy Cover Card 








lInsulite Announces . 





No two ceilings alike! Insulite 
FISSURLITE gives your customers 
infinite variety. Ceiling won’t 
be like ‘the one next door.” 
Special manufacturing process 
provides unlimited variations 
in depth, size, appearance of 
fissures. Can be cleaned with 
a damp cloth. Acoustical. 
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. FISSURLITE Tileboard 


for “individualized” fissured ceilings 


New, distinctive fissure design meets today’s homeowner 
demand for individuality...assures you of fast turnover! 


Now Insulite rounds out your ceiling tileboard 
line with FISSURLITE, a classic fissured acousti- 
cal tile that is “‘individualized’’—giving your 
customers unlimited variation. Each tile varies 
in fissuring ... depth. . . direction . . . pattern 
—so each ceiling has a “‘custom appearance.” 
And Fissur.itE has multiple coats of white 
paint for extra-high light reflection quality. 
Available in 12” x 12” tongue and groove type, 
new FISSURLITE will meet the demands of your 


~ most discriminating customer! 


_~ — Anew, exclusive Insulite manufacturing process 


ad 


a 
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ee 


~~~ - makes possible a fissure tileboard where each tile 
~*~ is slightly different. Some FissuRLITE tiles have 


deep, distinctive fissures; others, a much less 


Sgt pronounced design; still others have an infinite 
. 


ms a 


variety of both shallow and deep fissured sur- 


: faces. And the distinctive directional patterns 
~. of both fissures and small perforations further 


enhance the appearance of this new Insulite 
Ceiling. No two ceilings are alike! 


The total effect of a FIssURLITE ceiling is mod- 
ern... yet of classic beauty: a soft intermin- 
gling of shadow and brilliant white. 


New Grecian 
...a distinctive 
tile with unique 
3-dimensional 
appearance. 
“2 Clusters of vari-size 
/ perforations form 
' a rich, modern 
design. Washable; 
acoustical. 





With the addition of FIssuRLITE, you can now 
offer a complete line of Insulite Tileboard that 
will satisfy every customer requirement. And 
FISSURLITE has been carefully consumer-tested 
to assure acceptance and fast turnover. The 
entire Insulite line—acoustical, patterned and 
plain tileboard—is styled smart to stay smart: 
a minimum of basic designs that meets 95% of 
your customer needs, eliminates unwieldy inven- 
tories. For complete information, samples and 
new, colorful literature, just call your Insulite 
representative; or, if you prefer, write Insulite, 
Minneapolis 2, Minnesota. 


sells easy...sells fast 
... Stays sold 


INSULITE 


Ceilings 


mS Insulite Division, Minnesota and Ontario 
t/ Paper Company, Minneapolis 2, Minnesota 


U.S. PAT OFF.—FISSURLITE, GRECIAN, QUI-LITE ARE T, M.S 


New Qui-Lite 
) ... features tiny, 
sound-trapping 
perforations in a 
non-directional 
)) pattern. Individual 
“<) tiles “blend” 
together to form a 
continuous ceiling. 
Washable; acoustical. 
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‘It pays us to feature 


L-0-F Window Glass... 
right on the main floor, 


says C. A. MacDonald, Store Manager, Erie Builders Supply, Erie, Pa. 


“We display a 4’ x 8’ rack to show L‘O’F Window Glass on our main selling 
floor—and find it a great sales advantage. It’s a constant reminder to our 
customers. People know the L-O-F label. 


“Our experience is that L‘O-F quality and clarity are uniformly good—and 
that we have less wastage because it cuts cleaner. It seems less brittle. 


‘Just want to tell you also that we get mighty good service from our L’O'F 
Distributor. It’s L‘O-F for us on all counts.” 

















aetna 


2A 
+34——— 
FRONT ELEVATION 


CLOSED Back 


New box rack needs only 12 sq. ft. of floor space 


Holds glass right in L‘O-F’s self-storing plywood-side boxes. Easy to construct. Ask 
for blueprints of WG-3 Rack. Identify your glass department with new handsome 
sign, same as in photo at left. Only 15 cents from your L-O-F Glass Distributor (listed 
under “Glass” in the Yellow Pages). Distributors: order in cartons of 25 ($3.75) from 
L-O-F, 6580 Libbey-Owens-Ford Glass Building, Toledo 1, Ohio. 


LIBBEY-OWENS-FORD 
WINDOW GLASS 


The glass that cuts easier, snaps clean 
Toledo 1, Ohio 
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Details of a Dealer's 


Kansas City, KAN. 

EW BUSINESS MEN have earned 

the respect and reverence of as- 
sociates and employes as did the late 
Robert L. Sweet, founder of the R. L. 
Sweet Lumber Co. 

He was a dynamic leader. Starting 
from humble beginnings in 1935, he 
built an organization which includes 
an 8% acre main yard with a 22- 
car switch track; a branch yard; a 
planing mill; sash and door plant; and 
a manufacturing plant for prebuilt 
houses. 

He was also a Kansas City civic 
leader and a personal friend to every 
employe—and to every employe’s 
family. 
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TYPICAL 4-COL. news- 
paper ad of R. L. Sweet 
Lumber Co. shows variety 
of designs for firm's 
Standard Homes, _ to- 
gether with coupon to 
receive 76-page catalog. 


Pioneer Prefab Program 


Bob Sweet died two years ago at the 
age of 55, but his progressive policies 
have continued under the presidency 
of Mrs. Sweet. 

Among the important and far-see- 
ing policies is the merchandising of 
preassembled, precut house packages, 
which Sweet Lumber has pioneered 
in Kansas City since 1952. 

Steady growth. The prebuilt pack- 
age program is the result of trial and 
error, like most pioneering develop- 
ments. But, today, it’s enjoying steady 
growth. Sales of the packages were 
doubled each year for three succes- 
sive years up to 1960. 

As building materials dealers every- 
where ponder the move into prefab- 


ricated housing, Sweet Lumber’s poli- 
cies for the Standard Homes are of 
particular importance to the industry. 
One principle is that Standard 
Homes are not produced by a sepa- 
rate corporation, but simply as house 
packages from the lumber company. 
“The packages are assembled from 
regular stocks, just like any other or- 
der,” said Miss Mary R. Reidy, execu- 
tive secretary. ; 
Two other Sweet policies for pre- 
built homes were pointed out by 
Eugene D. Smith, manager of Stand- 
ard Homes. 
“We maintain one price to all 
(builder or consumer) and our sales 
are aimed at small-sized builders rath- 
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er than big-tract developers due to 
limited production facilities at this 
time,” he explained. 

Both of these policies are the re- 
sult of hard-earned experience. For 
example, when Sweet Lumber entered 
the prefab field, one developer or- 
dered several hundred houses, designed 
to his specifications, for a single build- 
ing season. 

After Sweet geared up for that pro- 
duction, the developer during the next 
year drastically cut back his volume, 
leaving Sweet with un-used facilities 
at the time. 

The one-price policy is another les- 
son gained by experience. A packaged 
retail price was originally advertised 
to the consumer, but a contractor dis- 
count, common for building mate- 
rials in conventional sales, was al- 
lowed. 

The trouble was, everyone claimed 
to be a builder. The single price policy 
was then established. Result? More 
than 60% of Standard Homes today 
are sold to builders. Most of the bal- 
ance are sold to consumers but actu- 


ally are erected by professionals. 

Precut, prefab? Standard Homes 
are often promoted as “precut.” But, 
exterior and interior wall panels as 
well as gable ends are shipped prefab- 
ricated (windows, however, are field- 
applied). Balance of the materials are 
precut for easy, fast, and accurate 
erection, according to plan. Precut 
rafters are used, rather than assem- 
bled roof trusses. 

The balance of a Standard basic 
package will include roof sheathing, 
prehung doors, roofing, siding, wall- 
board, flooring, interior trim, ceiling 
insulation, nails and locks. 

Basic packages are priced between 
$3,000 and $5,500. 

Kitchen cabinets and other prod- 
ucts can be ordered separately and 
shipped with the package. Such ad- 
ditions as garages and family rooms 
can also be added. 

“This package is probably more 
precut than prefab,” said manager 
Smith. But he explained that the ter- 
minology between the two words is 
relatively unimportant, 


“What's more important is that we 
can sell a houseful of unwieldy ma- 
terials in a form that’s easily shipped 
and erected and which can be pro- 
moted with specific, branded models,” 
he said. 

If a custom home is desired, the 
firm will help design it and will sup- 
ply the materials in the conventional 
fashion through the regular Sweet 
lumberyard channels. 

The Standard Homes package 
buyer, however, selects from 12 mod- 
els. This brings economies of produc- 
tion-line repetition in both the pre- 
cutting and fabrication of structural 
components. 

The buyer doesn’t have a “look- 
alike” house, however. There are more 
than 100 variations in finish materials 
and products available, keyed to the 
12 models. 

Smith likened the plan to buying an 
automobile. “You get your choice of 
color, upholstery, radio, power brakes, 
etc. But you can’t order a custom- 
designed fender.” 

(This differs from custom fabrica- 

(Continued on next page) 


SWEET HEADQUARTERS in Kansas City, Kans., include sales and office building, sash 
and door plant, prefabrication plant, warehouses and two model Standard Homes. 
Wall sections and roof trusses are manufactured for 12 basic Standard designs, with 
more than 100 variations. 
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PIONEER DEALER 
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tion, now offered by some dealers, 
where any house plan is converted 
for prebuilt panel production.) 

Merchandising. Newspaper adver- 
tising draws the public to two model 
homes at the Roe Boulevard yard 
location. There, prospects are given 
a four-color, 78-page catalog, one of 
the finest graphic presentations pro- 
duced anywhere in the industry. 

Developed by Frank Woodbury, a 
Standard Homes sales engineer, the 
catalog contains sketches, floor plans, 
interior and exterior photographs and 
specifications of each basic model. 

Also included are price lists of the 
basic homes; freight rates for shipment 
up to 450 miles; a complete listing of 
the 100 variations available for the 12 
models. 

Many of the variations, such as 
doors and hardware, are pictured as 
well as described and priced. The col- 
orful catalogs replaced individual 
promotion sheets on models. 

New editions of the catalog will be 
published every year or two. In each 
edition, one or two house models, 
attuned to changing tastes, replace 
least popular models in the previous 
catalog. 

Financing. Standard Homes will 
help a consumer obtain a contractor 
to erect the package. The firm also 
helps procure mortgage financing, us- 
ually working through a buyer’s local 
lending institution. 

Mortgage people in the five-state 
area served by the company have 
come to know the Standard Homes 
plans and the specifications. The buy- 
er is assured of prompt approval on 
those points. This is one of the prime 
advantages of a standardized, prebuilt 
structural package system. 
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A subsidiary of R. L. Sweet Lum- 
ber Co., Construction Loan Co., 
finances some of the houses. But fi- 
nancing isn’t sold as an integral part 
of the package, although manager 
Smith foresees the possibility that this 
might become a universal pattern and 
all prefabers might be forced to adopt 
It. 

Sales. Four salesmen, working on a 
salary plus an incentive bonus, spe- 
cialize in Standard Homes packages. 
One salesman travels the state of Mis- 
souri, the others sell primarily in the 
Kansas City market. Also, Sweet Lum- 
ber retail and wholesale salesmen are 
authorized to sell the home packages. 

There’s sufficient demand for 
homes so that the sales staff could be 
expanded. But, Smith explained, sales 
must be keyed to production facili- 
ties. Production efficiency is a rule at 
Sweet Lumber—and that means as 
few “dips” as possible. Francis D. 
Hatcher, production manager, always 
has this in mind. 

This is where Sweet’s “balanced 


SPECIAL FABRICA- 
TION EQUIPMENT 
at R. L. Sweet Lum- 
ber includes Turn- 
a-Bore door ma- 
chine, at right. One 
operator can turn 
out a_ complete, 
precision-built door 
and jamb unit in 
less than 15 min- 
utes. With more 
operators, time can 
be cut to 5-8 min- 
utes per door unit. 


SKYLINER MODEL 
of Standard Homes 
represents quality 
fabrication pro- 
duced by R. L. 
Sweet Lumber Co. 
This residence was 
featured recently 
in a national shel- 
ter magazine to 
represent the im- 
provement in pre- 
built homes. 


diversification” management _princi- 
ple applies. Every effort is made to 
keep prefab sales in balanced propor- 
tion to retail and wholesale sales. 

Prefab impact. Summing up the 
Standard Homes program, Mrs. Sweet 
pointed to a current shelter magazine 
which pictures a “box-like” prefabri- 
cated house of 1950, together with a 
smartly-designed prebuilt home of the 
R. L. Sweet Lumber Co. 

One of the problems eight years 
ago, she recalled, was that the public 
was often opposed to any type of 
“prefab.” 

Manager Smith reported that there 

has been a decided change in public 
attitude about prebuilt housing this 
year. 
“People are now beginning to real- 
ize that precut or prefab homes can 
be superior homes, in every way,” he 
said. 

R. L. Sweet Lumber’s Standard 
Homes have played an important role 
in changing this attitude, among both 
consumers and builders. 
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Pick your motto, Mr. Dealer! 


\ tthe beugey 


BEWARE 
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FOR MORE 





























BE SMART : Build good will with BIRD WIND SEAL 
shingles, the shingles that won't blow off! 


Your customers will come back again gagens @ powerful seals spaced for drainage 
and again for the mighty Bird Wind @ proved to hold in 125 MPH hurricanes 
@ lay fast in the usual way — no pulling 


Seal Shingle because it doesn’t make any (jms oe apart or turning 


trouble for them . . . once they’re in- e long lasting double-surfaced 

fled. th i hi Peas, iy = construction 
stalled, they stay on. Sell something eA aN AN, = © advertised to your customers in The 
cheaper that doesn’t stand up, and you %3 ae. a Saturday Evening Post 


hurt your reputation. When you sell 


the Bird Wind Seal you boost your own | 2 
stock as a dealer in quality products. y 


Nationally advertised to your customers in a strong consumer 


campaign in The Saturday Evening Post U] l ( { | Se AG | / 


SHINGLES 





Birp & Son, INC. 
E. Walpole, Mass. « Chicago, Ill. « Shreveport, La. « Charleston, S. C. 
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GOLF CART SHED constructed by Pole Builders, Inc., for an 
exclusive Des Moines country club. Small-town dealer custom- 
ers of Wheeler Co. can also get this package business under 
wholesaler’s program. 

















FARM PAPER ADVERTISING such as repro- WITH NEW Cited Stability 
duced above and at right provide prospects Eke = 
for dealer customers of lowa wholesaler, For a farm building which will save you labor and add to the value 
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Wholesaler Offers Complete Pole-Barn 
Construction Service to Lumberyards 


Dealers provided with advertising, prospects, materials, 


engineering, labor, financing. 


W. Des MoINes 
 iabl oy on helping building ma- 
terials dealers improve profits 
through package selling, wholesaler 
Wheeler Lumber Bridge and Supply 
Co. believes its new sales plan takes 
the dealer headaches out of pole barn 
sales. 

With farm building erectors scour- 
ing the area, the wholesale firm feels 
its “pioneer plan”—claimed to be first 
ever offered by a distributor—helps 
get the building materials dealer back 
into barn construction. All he has to 
do is sell. 

President James M. Hoak points 
out that the 170 dealers now active 


READY FOR ROOFING 
is a 32’ x 128’ pole- 
frame _ warehouse 
which the H. M. Iltis 
Lumber Co. built in 
its Urbandale, lowa 
yard. It's a Wheeler 
structure. The whole- 
saler recently erected 
a big 76’ x 336’ stor- 
age shed in its own 
West Des Moines 
yard. These ware- 
houses are showpieces 
for pole-frame con- 
struction. 


in the program need make no ma- 
terials’ investment and maintain no 
special inventory; they have no engi- 
neering, financing or labor worries. 
They can obtain sales help if they 
wish. 

Wheeler delivers the pole barn pack- 
age to the job site, puts it up and 
guarantees construction. 

Good beginning. After tying the 
knot around its completed package 
last summer, Wheeler Lumber 
launched its sales drive October 1. 
Within the first 10 weeks the firm 
erected 10 pole buildings sold by in- 
dividual dealers. Pole barn manager 
Russell Hasty estimates these dealers 


averaged a 17% markup over materi- 
als and labor on the jobs. 

Prefabed trusses. Geared to one-a- 
week production with trusses prefabed 
in the yard, Wheeler Lumber can in- 
crease that to five a week if neces- 
sary. 

Contractor brothers Alden, Charles, 
Earl and Leroy Godwin handle all 
construction for the firm through their 
Pole Buildings, Inc. in Indianola, 
Iowa. 

Advertising. Scheduling advertising 
in two farm magazines and local news- 
papers, Wheeler advises prospects to 
“see your local lumber dealer” for 
new clear-span pole building. 

Initial ads pulled 33, 28 and 17 leads 
respectively. In addition to ad mats, 
the company offers dealers direct mail 
pieces with name printed on them at 
2¢ each for 200 or 5¢ each if mailed. 

(Continued on page 94) 














DRIVEWAYS AND @ 
FLOORS | 


make an extra sale 
wherever concrete 
is poured. . .with 


CONTINENTAL 


WELDED WIRE REINFORCING FABRIC 


30% Stronger Concrete Work 
Reinforced concrete bears heavier loads—stays new /ooking years longer be- 
cause the reinforcing fabric controls cracking, minimizes effects of heaving, 
settling, shrinking. And the extra cost to your customer of adding Continental 
reinforcing fabric is less than 10 percent of the whole job! 


Precision Welded on the most Modern Machines 

Continental Welded Wire Reinforcing Fabric is electrically welded on ultra- 
modern machines, assuring clean welds and unitorm spacing. It lays flat and 
rigid for easy on-the-job application. Meets A.S.T. M. Specifications. Sizes 
and styles for most residential and commercial requirements. 


Tie in with National Advertising Theme, ‘‘Is it Reinforced?"’ 
People are asking more and more, “Is it Reinforced?"’ Be ready to make an 


extra sale wherever and whenever concrete is poured. See your jobber or 
write direct today for complete details. 





COMPLETE POLE-BARN 
(begins on page 92) 












GALVANIZED WELDED >» REINFORCING BARS FOR HEAVY 
WIRE FABRIC CONCRETE CONSTRUCTION 

in popular mesh sizes and widths. Continental reinforcing bars provide 
For window guards, tree guards, ani- maximum bonding to produce the 
mal pens, fences, corn cribs, grills, strongest kind of reinforced concrete 
etc. Galvanized before welding. construction. Write for literature. 














CONTINENTAL STEEL koxomo sno 
KOKOMO, INDIANA 
PRODUCERS OF Farm Fence, Posts, Gates, Barbed Wire, Standard Styles of Galvanized Roofing 


and Siding, Nails, Staples, Ornamental Lawn and Chain Link Fence, Wire Products. Welded 
Wire Fabric (Galvanized—Reinforcing). 
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Wheeler will arrange financing 
through local banks or Allied Build- 
ing Credits. 


Building engineering. Pressure-treat- 
ed poles, spaced 16’ on center for 
maximum clearance, can withstand 
3% times the maximum storm load- 
ing pressure they will ever be sub- 
jected to according to weather bu- 
reau records. 

They are anchored in the ground 
by spiked 4”-7” concrete collars to 
prevent skating. Only a tornado could 
pull them loose. Split-ring timber con- 
nectors and bolts are used in trusses, 
which are strapped and bolted to 
main load poles. 

Pole construction. Built to last with 
minimum maintenance, Wheeler 
pole frame structures have low-pitch 
2%” corrugated steel, aluminum-rib 
or asphalt-shingled plywood sheathing 
roofs with roof girts never farther 
apart than 24” center-to-center. 

Special ring shank nails are used 
where common ones might withdraw 
from the wood. No. 3 or better fir 
and larch, clear and aye redwood, steel 
or aluminum carsiding is used for 
sidewalls. 

Skirt boards are also _pressure- 
treated for longer life. Durable cov- 
ered-track easily rolling doors are in- 
stalled to specification. 

Building sizes. Machine sheds, utility 
buildings and cattle barns are con- 
structed in widths ranging upward in 
4’ increments from 24’ to 96’ and 
lengths of 48’ or more in 16’ multi- 
ples. 

The most expensive building de- 
livered and erected at the job site is the 
24’x48’ half-truss machine shed with 
steel roof and sidewalls at $1.20 a 
square foot net to the dealer. 

Most popular is the 52’x64’ pole 
barn steel roof and fir and larch car- 
siding sidewalls at 97¢ a square foot 
net. If all-steel, it would be 93¢ or 
all-aluminum $1.03 a square foot net 
to dealer at current prices. 





BOLTED TIMBER CONNECTOR at truss 
peak is seen just below skylight in a 
Wheeler 32’ x 64’ pole-frame snow- 
fence shed. 








There’s Extra Profit in the Air 


Home owners buy ideas. And when a prospect 
wants something different you can give him an 
extra, elevated room with a patio underneath. 
Best of all, you can close the deal fast with the 
Universal C.I.T. Property Improvement Plan. 
You simply estimate the job and close the sale by 
quoting low monthly payments. 

Boost your share of the modernization market 
with C.I.T. You can add living space, remodel 
kitchens, finish basements and attics—even install 
new heating systems and central air conditioning. 


There’s no down payment, customers can take as 
long as 60 months to repay. And they are pro- 
tected by Credit Life Insurance on the unpaid 
balance. 

You will be-working with C.I.T.—the nation’s 
largest independent finance company, 400 offices, 
coast-to-coast, assure you of fast, reliable service. 
See how the C.I.T. Property Improvement Plan 
can help you capture a larger share of profit. Call 
your local Universal C.I.T. representative, or 
write: Universal C.1.T. Credit Corporation, 650 
Madison Avenue, New York 22, N. Y. 


Property Improvement Plan 
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MANAGEMENT WORKSHOP-IN-PRINT 


Tips for Salesmen 


to Paste in Their Hats! 





























The Controlling Factors Which Determine My Selling Success and Earnings 


My decision as to the varied kinds of building products 
and packages I will sell. 


My mastery of building products knowledge. 


My understanding and use of the techniques of profes- 
sional salesmanship. 

My initiative, aggressiveness, enthusiasm and constructive 
attitudes in my work. 


The number of leads and prospects I am given or dig up 
for myself. 


The thoroughness with which I exploit the full value in 
every lead. 


My intelligence—the ability to cope constructively with 
any problem I encounter. 


My empathy—how I maintain the “you” attitude with 
prospect and customer. 


How I plan and organize my work and time. 

How I look and act; and what I say and do. 

The effectiveness of each demonstration and presentation. 
My use of money and credit as a selling tool. 


The number of calls per day I make on qualified prospects 
for whom I am thoroughly prepared. 


My ability at lifting sales out of competition. 

The extra little things I do for each prospect and customer. 
My ability to build sales higher, wider and thicker. 

My ability to close an ever higher percentage of prospects. 


My ability to multiply myself by getting others to work 
for me. 


The extent of my ability to learn every customer benefit 
in each product and package I sell and to properly present 
the benefits to prospective buyers. 


The training I am given and give myself continually. 
My ability to make each sale lead to four more. 


My ability to learn from and profit by the experience of 
others. 


My cooperation with my sales manager. 


How my sales manager backs me up with needed equip- 
ment, guidance and selling help. 


My competitor’s ability in the above and my power to 
match and beat him! 


Art Hood 


(Reprints available 5¢ each) 





ALWAYS SELL GENUINE 


_SaMOWY 2, 


SCREW ANCHORS and JACK NUTS 
Write for Free Literature 
1" \@) & Am @@) -1 Fae -telellate 
Jaetezpaytpalepleaa! 


CATA ee raven cesarean l 
Circle No. 102 on ead Cover Cord 
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Hear ed Aluminum Neils in Job-Pac Cons make vag fs f 
rdware —~ never scatter on floor or counter. They 
em and assure thet every nail will ek at = 
site. All of the extensive Phifer line of Aluminum Nails 
(except common, trim and oval heed trailer nails) ere 
4 packed in pull string “Job-Pac’’ — 30 to a master carton. 


All nails in 25- and 50-ib. cartons 





PHIFER WIRE PRODUCTS 
POST OFFICE BOX 9007, TUSCALOOSA, ALABAMA 
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NOW is the time to get set for the BIG show, 
2 ei a: time to make your date with a sales increase in 1961! 
The show: the 7th Annual Building Materials Exposition, 
. The place: San Francisco, city of sights and dining delights. 


: Tth ANNUAL oye Here you'll see previews of the new materials, the 


. . improved products to be used in next year’s building and 


BUILDING MATERIALS ; remodeling—more exhibits than ever before! 
H ll be treated to field trips, d strations, 
EXPOSITION sissies da siilionis. You'll silad Re 
. by experts . . . planned to help you build your business. 
*, CIVIC AUDITORIUM, BROOKS HALL ~ And you'll have some fun! So... make your date 


’ 4 * with the Golden Gate right away. It’s y 
NOV. 13 16 ‘ ‘died acopeceainages is lacunae 


NATIONAL RETAIL LUMBER DEALERS ASSOCIATION 


Frank E. Heard, Attendance Chairman 
NRLDA EXPOSITION 
302 Ring Bidg., Washington 6, D. C. 
Piease send: () Hotel Reservation Forms 
0 Exposition Registration Forms 
C) Exposition Tour information 


Name ‘dpe binaries 


Firm 





Address. 





City 
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Classified 
Advertising 


Terms — Cash With Order 
Minimum Charge $7.50 


Rates: 

1 Time—30c per word for each insertion. 
Minimum charge of $1.50 per line. 

3 Times——25c per word for each consecutive 
insertion. Minimum charge of $1.25 


per line 


Add $1.75 per insertion for blind ads bearing 
box number. 


No agency commission or cash discount 
altowed. 


All ade for classified section must be in Pub- 
lisher's office 14 days preceding date of pub- 
lication. Advertisements are set in uniform 6 
point style. No cuts or special borders al- 
lowed Replies forwarded without additional 
charge. Count five words to a line and when 
less are specified or used, regular line rate is 
charged. When answering box numbers or 
mailing copy for ads address them to: 


AMERICAN LUMBERMAN 
59 East Monroe St., Chicago 3, Ill. 
Phone Fi 6-7788 





HELP WANTED 











LUMBER SALESMAN WANTED: 

We have a profitable well established terri- 
tory open in Northeast Louisiana. W:1l con- 
sider only a top flight man thoroughly fa- 
miliar with West Coast species and Yellow 
Pine who is interested in working on an ex- 
clusive basis. Call or write for an inter- 


view. 
The McGinnis Lumber Comoe » Inc. 
Meridian, 





Well-known, long-established wholesaler 
needs experienced 

GENERAL MANAGER 

also SALESMAN 

for each of two distribution warehouses just 
being started. Locations: Cedar Rapids, Iowa, 
and Lansing, Michigan. 
Real opportunity as you would be in on 
ground floor. 
In your confidential reply to Box N-37 
American Lumberman & Building Producis 
Merchandiser, please outline full personal 
background and work experience. 





SECRETARY 
Lumber experience—handle detail work for 
busy buyer. Top salary 
MOLENE PERSONNEL SERVICE 
105 W. Adams, Chicago ANdover 3-4424 





SITUATION WANTED 











Position wanted in Stock Millwork Industry 
by man with years of experience in various 
capacities includi Traffic and Sales Man- 
agement. Address Box N-38 American Lum- 
berman & Building Products Merchandiser. 





RETAIL YARD MANAGER—Long experi- 
ence in problems of yard management. Col- 
lege graduate. Family man. Willing to re- 
locate. Address Box N-40 American Lum- 
berman & Building Products Merchandiser. 


98 





SALES REPRESENTATIVE 
WANTED 











PLASTICS SALESMEN (4) 
with contacts, to sell well known hi pres~ 
sure laminate sheets to lumber yards, store 
fixture & sink top trade. Metropolitan N. Y. 
Commission. DI. 2-3162 





Manufacturer of Ovens, Insert Ranges, 
Hoods, Kitchen Cabinets, both plastic and 
wood, Vanitories and Tops. Looking for 
Manufacturers Representatives thro out 
the country. mange territories open. Please 
contact Stephen Earl, National, Inc., 163 
Avenue A, yonne, N. J. 





BUSINESS WANTED 











Will consider buying established retail lum- 
ber yard in the state of Ohio. Has your 
lumber business returned sufficient profit 
to pay for the invested capital and work? If 
not and you desire to sell, write Box N-39 
American Lumberman & Building Produtts 
Merchandiser. 





BUSINESS FOR SALE 











FOR SALE . Outskirts of Columbus, 
Ohio, 3 acres ground on PRR siding. Main 
warehouse consists of pereneneny 15,000 
sq. ft., 20’ in height with a railroad sidin 
in the building. In addition, there is a 
sided shed plus a 4 room modern office 
building. This was previously a wholesale 
distribution yard. For further information, 
contact: Mr. J. Leonard Broido, Northwest 
Lumber Division of Lumber Industries, Inc., 
50-26th Street, Pittsburgh 22, Penna. 





Lumber yard—under cover. Excellent condi- 
tion—handling coal, sand, building materials. 
Clean stock—inventory $14,000. Terms. Phone 
2761. Talmage Lumber Co., Talmage, Nebr. 





For Sale—Retail lumber yard in a growing 
community—illness reason for selling. Janke 
Lumber Yard, Butler, Indiana. 





BUSINESS OPPORTUNITIES 











This is your opportunity to profit by our 25 

ears in the fast growing Home Manufac- 

during Business. rite for Franchise and 
Sevice Brochure. 

Ivon R. Ford, Inc. 

McDonough, N. Y. 





Southwestern distributor moving to new 
yard and warehouse wants light fabricating, 
manufacturing or assembl operation for 
vacated 16,000 sq. ft. warehouse and show- 
room. Address Box N-35 American Lumber- 
man & Building Products Merchandiser. 





MISCELLANEOUS FOR SALE 








CARPENTERS APRONS 
Write for prices and information. 
THE MINNESOTA SPECIALTY CO. 

119 North Fourth Street 

Minneapolis 1, Minn. 





For Sale—One 512 HP B&W Straight Water 
Tube Boiler — with all necessary 
extras, in excellent condition. Contact Aho- 
nen Lumber Company, Ironwood, Michigan. 





“*RE-MODEL” HOME at Shorewood, Wis. 
shows its weathered north wall. Side 
porch is being added to the 50-year-old 
home before siding is refurbished. 


CURTIS CASEMENT and double-hung 
windows have been installed on the 
south wall with refinished siding on the 
Shorewood house. 


Remodeled Home to Spur 
Neighborhood Improvement 

SHorREwoop, Wis.—Curtis Cos. 
I. Q.—Individuality and Quality 
—homes program received a boost in 
this fashionable Milwaukee suburb 
when area distributor J. J. Jones Co. 
donated Curtis doors, windows and 
kitchen cabinets to renovate a 50-year- 
old house here. 

The house will be sold to the high- 
est bidder. It is expected the publicity 
from this remodeling project will spur 
others in the neighborhood to reno- 
vate. Coordinating the work is Rob- 
ert Goelzer, co-owner with cousin 
Vernon, of J. J. Jones. 

Other manufacturers and their lo- 
cal distributors also donated materials. 
M. J. Roche & Son, carpenters, John 
Grand, mason, and John Pellegrini, 
Inc., decorators, performed the work. 

ee . Curtis aims for 
brand-name quality and house indi- 
viduality in its promotion. The con- 
cept stresses structure, not extraneous 
features. Curtis makes seven complete 
kitchens decorated in seven natural 
wood finishes equipped with Tappan 
oven and range. 


Lineyard Adds Outiet 

ROSEVILLE, CaLiF.—Construction 
begins soon on a new retail lumber 
and hardware outlet here by Diamond 
National Corp. 
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‘‘Have you Overlooked This?’’ 

The follow manufacturers were carried 
in the August 1 issue of American Lumber- 
man & BPM and are again listed with their 
inquiry numbers for your convenience. Use 
the Handy Cover Card for more information. 


PE SIO, ond o's caren chiles ite Phacs epien 17 

Write for your package of sales promotion 

—e on wood-grain finish ‘Plate- 
rd. 


Bethlehem Steel Co. 
Write for information on prices and pro- 
motional aids that help wont “Grip- 
“Ring-Lok” hail s. 


Descriptive literature and price list on 
“Famowood” available on request. 


Curtis Companies Inc. 
Free brochure offered—‘“Curtis Windows 
for Modular Component Construction.” 


Evans Products Co. 24 

Features the “Evanite Big Three’’—‘Poly- 

Clad Plywall” panels, ““Evanite” Fir Ply- 
wood, and “‘Evanite” Hardboard. 


Flintkote Co. 29 

Samples and product literature offered on 

Flintkote’s full line of insulating, as- 
bestos, and aluminum siding. 


Griffin Co., G. W. ....60-0.s.00s0- oe 26 
Now available—new #50 Griffin sales 
Booster, for jig and copying saw blades. 


Hastings Aluminum Products, Inc. 
For information on “‘Nu-Home”’ aluminum 
siding, use handy cover card. 


BUNUN SAMMI son ssc ovcie suis cates.cebens 8 

Write for complete information on the new 

Series 4400 Kennatrack folding door 
hardware. 


Minnesota Paints, Inc. 19 
Get complete information on Color Studio's 
complete color planning center. 


National Gypsum Co. 

Write for free samples and application 
information on vinyl-surfac *“Dura- 
san” um wallboard. 

National astic Products Co. 
“Nevamar Do-it-yourself Plan Book” 
available in quantity to Nevamar dealers. 


Pierce & Stevens Chemical Corp. 
Write for full details on “Fabulon” floor 
finish that never needs waxing or scrub- 
bing. 


Southeastern Tool & Die Co. 

Write for information on “Doraire,” 
aluminum insert window for flush out- 
side doors. 

Staley Paint Mfg. Co. 

Staley features Ist quality 

Swade.” Write for details. 
Symons Lamp & Mfg. Co. 

Get complete dealer price 

on Symons “Steel Stake.” 


27 
‘‘Dulshene- 


information 


United States Gypsum .................. 31 

Offers literature and sales promotion ma- 

terials including new 24-page home im- 

rovement idea book: “Sheetrock. 
ook What It Can Do For You.” 

United States Plywood 

Free colorful display merchandiser offered 

with order of ““‘Weldwood” Spar Varnish. 


a < Co., Lumber & 
Information ‘available upon request on 
Weyerhaeuser 4-Square water repellent 
treated lumber. 
Wheeling Corrugating Co. 
Use handy cover card to get the story on 
Wheeling “LaBelle Cut” flooring nails. 





EVERY OTHER WEEK... 


Keep in mind that this magazine is published EVERY OTHER WEEK—not just once a 
month. It therefore can and does keep you right up to date on changing sales, mar- 
keting and management methods. It will give you fresh viewpoints and new inspira- 
tion to better your knowledge of WHAT TO DO and HOW TO DO IT. 
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Circle 


Counter Top full 1%" thick; available with or 
without backsplash. 


Insert Style “B" with stainless “T” sink frame 
shown. Also Style “A,” portable block with stain- 
less counter insert; Style “C" insert machined 
with Y2‘’ flange for drop-in positioning. 


Chopping Block full 134’ thick. Pastry-cutting, 
Bread, Ham and lunch & Serve Boards 
also available. 


Write today for free 

copy of this color-tone 

illustrated bulletin list- 

ing ‘specifications and 

sizes for the full line of 

Sensenich Woodenware. 

Stocks of all products 

are on hand ready for meiy 
prompt delivery. 


Dept. AL, SENSENICH CORPORATION 


Lancaster, Pennsylvania 
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It’s been so warm lately that burglars are breaking into 
only air conditioned apartments. 
* * oa 
“How’s business?” asked one. 


said the other. This business is like 
When it’s bad—it’s still 


Two tycoons met. 

“You know how it is,” 
sex. When it’s good, it’s wonderful. 
pretty good.” 

2 * s 
One good thing about owning a trailer. You have a place 
to live while you look for a place to park. 
a 7” x 


The dollar may not go so far these days but what it lacks 
in distance it makes up for in speed. 
* » » 


A recent survey shows that while old folks prefer mild 
winters, young married couples like nice springs. 
a ” a 


Total truth works like this. 100% MAUK merchandise for 
your customers and your customers 100% for you. 
So sound. So simple. So sure. Try it. Call Melrose 3-0300. 


* * * 


Simple Celia says a girl doesn’t have to watch the speed- 
ometer to know what her boy friend is driving at. 
* * * 


A teetotaler was giving a speech on the evils of alcohol. 
“Who has the big home?” he asked. “Whose wife has a fine 
fur coat and expensive jewelry? I'll tell you who; the saloon 
keeper. And you, my friends, you pay for these luxuries!” 

A few days later a man who had been in the audience saw 
the anti-alky on the street and congratulated him on his 
speech. 

“I'm pleased that you liked my speech,” answered the tee- 
totaler. “I hope it’s helped you to give up drinking.” 

“Well, no, it didn’t,” replied the man. “But I have just 
bought a saloon.” 

» *’” * 

Do You Know How Dep'’t.: 

Do you know how to rhumba? 
your hands. 

Do you know how to forget 
shoe 

Do you know how to rhumba and forget all your troubles? 
Stock MAUK. 


Wave goodbye without using 
all your troubles? Wear tight 


* 7” . 


MAUK Seattle Lumber Co. 


Seattle, Washington 


The C. A. MAUK Lumber Co. 


Toledo, Ohio 
Circle No. 109 on Handy Cover Card 
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“You'll roll up extra profits when you suggest 
“SCOTCH” BRAND Masking Tape with every paint sale.” 





SCOTCH’ IS A REGISTERED TRADEMARK OF THE 3m CO. 
Mitemesora /ffinine ann \ffanuractruaine company 
... WHERE RESEARCH 1S THE KEY TO TOMORROW 








IMMENSE APPEAL!! 


--6Cflt(‘<é‘érFoorr:«éBuilders 
and 
Consumers! 

A real profit 


New! Unique! 
builder! 
Consumers will go for its 
simple installation (30 sec- 
onds), and beauty of ap- 
pearance. 





Builders will appreciate the 
economies to be had by 
using this door for closet 
openings. 


 obumbiawatie. 
FABRIC DOOR 
installed in 30 seconds! 


For complete details see your distributor or write 


THE COLUMBIA MILLS, INC. 
368 S. WARREN STREET SYRACUSE 1, NEW YORK 
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1960, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





TWO SEAMLESS TOPS 
WITH 6” BACKSPLASH 


*U” TOP ONE SEAM 
WITH 6” BACKSPLASH 


L” TOP ONE SEAM 
WITH 6" BACKSPLASH 


SEAMLESS “L” TOP WITH 6” 


BACKSPLASH PLUS ISLAND COUNTER 


One Sheet of New 5’ x 12’ Formica” 
Makes Tops for Any of These Kitchens 


Tops for each of the kitchens above can be fab- 
ricated from just one new 5’ x 12’ Formica lami- 
nated plastic sheet. That’s only the beginning of 
what this new size can mean to you. 


It means more seamless tops. It means a 5’ 
wainscot for commercial jobs with seams only at 
12’ intervals. It means better inventory control 
because you can cut so many of Formica’s present 
sheet sizes from this single sheet without waste. 


It also means your Formica distributor can now 
offer you these 3 new sheet sizes from Formica’s 
huge new production capacity. 
60 x 144 
48 x 144 
30 x 144 


10" 





Discover for yourself the money and work saving 
features of these new sizes. Buy them in the 
economical Formica 6 Pack. 


Write today for your free copy of the catalog of 
merchandising materials (Form 640C) 


FORMICA CORPORATION 
4630 Spring Grove Ave., Cincinnati 32, Ohio 
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FO-2519 





Slay Competitive... 
Use This Handy 
Cover Card... 


to get details fast on the latest new products 
sales aids, equipment and helpful literature. 





Fasiest to use - 


Keep the card folded out as you go through the 
magazine. Circle the numbers on items useful for 


your business. 
Mail the completed card and we will rush the 
inquiry to the manufacturer. No postage is re- 


quired. 


This card good until December 1, 1960 


Advertised Products 


1 2 3 
14 15 16 
27 28 29 
40 41 42 
53 54 55 
66 67 68 
79 80 81 
92 93 94 

105 106 107 
118 119 120 
131 132 133 
144 145 146 
157 158 159 


4 
17 
30 
43 
56 
69 
82 
95 

108 
121 
134 
147 
160 


5 
18 
31 
44 
57 
70 
83 
96 

109 
122 
135 
148 


6 7 8 9 
19 20 21 22 
32 33 34 35 
45 46 47 48 
58 59 60 61 
71 72 73 74 
84 85 86 87 
97 98 99 100 

110 111 112 113 
123 124 125 126 
136 137 138 139 
149 150 151 152 


August 15, 196C 


10 (11 
23 24 
36 (37 
49 50 
62 63 
75 76 
88 89 
101 102 
114 115 
127 128 
140 141 
153 154 


12 
25 
38 
51 
64 
77 
90 
103 
116 
129 
142 
155 


New Products, Sales Aids, Equipment, 
and Literature 


201 202 
214 215 
227 228 
240 241 
253 254 
266 267 
279 280 


203 204 205 
216 217 218 
229 230 231 
242 243 244 245 
255 256 257 
268 269 270 271 
281 282 283 


206 
219 
232 


207 208 209 
220 221 222 
233 234 235 
246 247 248 
259 260 261 
272 273 274 
285 286 287 


258 


284 


210 211 
223 224 
236 237 
249 250 
262 263 
275 276 
288 289 


212 
225 
238 
251 
264 
277 
290 


213 
226 
239 
252 
265 
278 
291 





Name 


Title 





Company 


Address 





Dealer 


Zone ___ State 


_ Wholesaler _ 














Fold Out for 


New, Free 
Inquiry Card 


Here’s the haudiest card yet — 


@ no turning back to find the card as 
you turn the pages. It’s always in 
front of you. 


@ covers both editorial and ads. 


@ just one inquicy brings you the 
latest facts from all manufacturers 
checked. 














— 

ae a 

< > ~ 

— 0 O 

YZO 

- — < 

a -eY 

zs 

2vu 

ah 

= i 
qets > & 
Uss Me y 
so 12 @ -™ 
- iv 7” - , 
=z £ z 
& o£ 2 ~ 
m E> =~ O . 
xSe|s a @ x 
“= > — 
Most 
wv Ps y Zo x 
weel< @a 6 
23 o &@ > 
o#2-|2 = 
>*" [+4 > 
ire : 3 




















380 N ETE 
<SI2a Tun 


ce 
o- & 
‘ 


48 


UOTW dcqay uuy 
SUTT JOLT 





Display 88 items in only 8 sq. ft. 


with Hattonal hardware 


If floor space is at a premium in your 
store, you will find the National No. 100 
Merchandiser a profitable way to display 
a big selection of fast-moving hardware. 
Hang National Visual Pacs on both sides 
of peg board to encourage impulse buy- 
ing; stock shelves with attention-com- 
pelling display of National Picto-Graphic 
cartons. 

Write for details of special merchan- 


diser offer. Join the swing to National 
Manufacturing Co. hardware. 





po 
+e 7 
NATIONAN, 
¥ “]\ t NATIONAL MANUFACTURING CO. 
* ¥ 11008 First Avenue Sterling, Iilinois 
* 
" * Circle No. 40 on Handy Cover Card 





